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DIRECTORY 











A GUIDE FOR THE NATIONAL ADVERTISER 


BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 
Pearl St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, 
Albany, Poughkeepsie, and Erie, Pa. 


CALIFORNIA—Parmley Window Display Service, 1220 W. Pico 
St., Los Angeles, and 160 Seventh St., San Francisco. Branch 
offices and warehouses at Oakland, Fresno, Sacramento and San 
Diego. 


CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national ad- 
vertisers. Est. 1916. Hundreds of national advertisers as references. 


CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street. John Sanders, General Manager. A mod- 
ern display organization covering Chicago and suburbs completely. 
Established 14 years ago. 


HUNTINGTON W. VA.—Union Bank Bldg. CHARLESTON, W. 
Va.—Daniel Boone Hotel Bldg. West Virginia Advertising Co. A 
modern service that satisfies its clients. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as 
Trenton—the world’s richest market. We install ‘“merchandised” 
displays that create sales instead of ordinary installations. Ref- 
erences from any national advertiser we have ever worked for. 
Write for booklet, ‘“Merchandised Window Displays.” 





ORANGE, N. J.—New Jersey Window Display Service, Inc., 
278 North Day St., Russell Wertz, Mgr. A reliable and modern 
window display service offering a complete and dependable serv- 
ice for local and national advertisers in Orange and vicinity. 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, 
Lake Charles, Monroe and Shreveport, La. 

















CINCINNATI 


WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 


CINCINNATI DISPLAY SERVICE 


Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO 





























CINCINNATI, OHIO—Cincinnati Display Service, 519 Main 
Street, Walter G. Vosler. A dependable service covering southern 
Ohio and northern Kentucky. 


CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare 
Rd., Cleveland Heights. Window installations that sell goods and 
house-to-house advertising distributors. A responsible coverage of 
the Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


NEW ORLEANS | 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles. 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 











PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a 
list of satisfied clients. 








PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Coverning western Pennsylvania, eastern Ohio, northern 
West Virginia. Quality and service that satisfies. 





PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust 
Street. Covering western Pennsylvania, eastern Ohio and _ north- 
ern West Virginia. Cooperating with retail trade associations. 
Bank references and list of satisfied customers on request. Under 


personal supervision of R. C. Vaughn, vice-president and sales 
manager. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main 
Street. Write L. M. McMahon for data concerning outhern New 
England territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main Street. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display 
play service. A. H. Olson, Manager. A reliable display service. 


on gee 











rn ggg iO be 















JANUARY 1935 


DISPLAY WORLD 


VOLUME XXVI No. 1 


COVERING THE DISPLAY ADVERTISING ARTS 














TWELFTH ANNUAL DISPLAY REVIEW 


CONTEN 


4 


Displaymen and 1935 By George W. Westerman 3 
RETAIL DISPLAY . : : : P ‘ P , ‘ ‘ ‘ ‘ 5 
B. J. Alexander, George M. Allen, Ellsworth H. Bates, Frank G. Bingham, S. Blum, Robert R. 
Bowe, Robert C. Bowers, W. Gilbert Brown, C. B. Clark, Elwood A. Coombs, J. Allyn Dean, 
Kenneth W. Duncan, James H. Everetts, Frank Fiala, Leroy W. Fryman, Sam B. Goins, 
Arthur J. Harper, Bernard Himes, W. L. Huntsman, T. Willard Jones, Clement Kieffer, Jr., 

W. Macfarland, R. M. Martin, A. Matzer, J. A. Melbostad, Vernon D. Naden, Edward E. 
O’Donnell, Eric J. Ostrom, Ray W. Parks, Edwin F. Peters, Bruce Phenix, E. Dudley Pierce, 

J. Roy Requa, A. J. Roeder, E. J. Sherman, J. Marion Smith, John Roy Stewart, Glee R. 
Stocker, James Styles, L. E. Summerton, Harry M. Toner, Rollin Trumbull, Jr., George H. 

Wagner, Lothar F. Dittmar. 
RETAILERS . P ‘ P F : 9 


D. Arons, Eldon B. Bushy, Clifford J. Carew, D. J. Davis, R. Fagadus, M. Guberman, B. A. 
Jumper, F. M. Mayfield, M. M. Murphy, Edmund F. O’Connell, F. McL. Radford, G. R. 


Schaeffer, H. F. Wendel, Harry B. Winsor. 


ADVERTISERS ‘ ‘ 


J. M. Allen, H. A. Babcock, H. S. Boyle, F. L. Cheever, L. H. Collins, J. R. Collins, I. Willard 


Crull, Virginia Hamill, Joseph M. Kraus, W. B. Laighton, Jr., 


Kenneth Laird, J. Leo Dowd, 


H. D. Lufkin, A. H. Mohrhusen, D. K. Newell, R. P. Olmstead, E. T. Sajous, Lowell W. 


Shields, A. E. Tatham. 


PRODUCERS ‘ ‘ ‘ ‘ , ‘ 


; ‘ , ‘ ‘ 13 


E. H. Burdick, W. E. DeCoursey, Morris M. Einson, John Dewitt Gray, Paul Goldstein, E. R. 


Kresy, H. H. Krueger, Nathan Owitz, M. D. Penney, Frank 


H. Rasmussen, S. C. Rieser, 


Ben Robbins, Ernest H. Russell, W. L. Stensgaard, Theo. E. Wiederseim, W. P. York. 


DESIGNERS . , ‘ : ‘ ‘ ‘ ‘ 


Wilbur Henry Adams, Virginia Hamill, Nathan George Horwitt, Gustav Jensen, Richard J. 


Neutra, Helen R. Piccardi, George Sakier, Kurt Versen, P. L. Wiener, Scott Wilson, Bart Van 


Der Woerd Russel Wright. 


AGENCIES . ‘ ‘ ‘ . s . 


‘ : ‘ ‘ ‘ 17 


A. King Aitkin, O. L. Connell, W. C. D’Arcy, Willard S. French, W. G. Hildebrant, Ernest 
S. Jaros, H. K. McCann, Franklin Spier, D. G. Valentine, F. A. Watts. 


INSTALLATION. ‘ ; ° ‘ : ° 


‘ ; : ‘ ‘ 19 


John A. Albertson, Albert Basse, Paul R. Bishop, L. O. Clements, J. Ira DeLamater, Sol. 
Fisher, A. S. Haugan, William C. Kirby, E. R. McDavid, Jr., Orville M. Riechers, Walter 


G. Vosler, Frederick L. Wertz. 


THE DISPLAY PUBLISHING COMPANY 


CINCINNATI, OHIO 


Published monthly at $3.00 a year for the United States; Canada and foreign, $4.00 a year; single copies, 30 cents each. For sale on news stands supplied by 
The American News Company and its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 














COVER OUR NEXT ISSUE 


The exquisite fall formal display pictured on American Displays Have Gone 


the January cover of DISPLAY WORLD is a ate aes Dy J.'T. Chard 
Malcolm J. B. Tennent, Meier & Frank Co., 
Portland, Ore., display presentation. The New Sisson's............. 


ERP EO EAS RT eae TS Cte LT By E. E. O' 
The entire display was developed in rich, Y O'Donnell 


warm tans and browns. The back panel of Luminous Buildings for "Stream- 
frosted, illuminated glass contained a lovely lined" Retailing 

etched design which, unfortunately, does not 

show in the reproduction. The figures were 


gowned in black and white formal creations. 


1935 


“WERE IT NOT FOR THE WORK OF THE 
AMERICAN DISPLAY ARTISTS IN SHE PAST 
FEW YEARS, MODERN DESIGN WOULD 
NOT BE GAINING THE LARGE MEASURE 
OF ATTENTION AND ACCEPTANCE IT IS 
NOW RECEIVING FROM ALL INDUSTRIES. 


"| HOPE TO SEE THE DISPLAY ARTISTS 
CONTINUE THEIR PIONEER WORK, AND 
THEIR EXPERIMENTATION, AND THAT THEY 
heen FURTHER REFINE THEIR DISCOV- 


Russel Wright, Industrial Designer. 
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Shown above is a series of six windows created by 
T. Willard Jones with the aid of the Cutawl. These 
and other displays won h'm the GRAND PRIZE for 
greatest number of points in the I. A. D. M. Display 
Contest. 





Above are shown two of the three best department 
store displays that won the Prize Cup for G. H. 
Wagner, Golden Rule, St. Paul, Minn. All displays 
were produced with the Cutawl. These and a great 
number of other prize winning windows in the I. A. 
D. M. Contest and other contests are shown in a 
special folder that will be sent for the asking. 





The K-9 Cutawl 


USERS 
OF THE 





WON THE GRAND PRIZE 


For Greatest Number of Points 


and SWEEPSTAKES CUP 


For 3 Best Department Store Windows 
and a 


TOTAL OF 139 OF 154 PRIZES 


in the 1934 Window Display Contest 


OF THE INTERNATIONAL 
ASSOCIATION OF DISPLAYMEN 


There surely is no stronger evidence of the value of the Cutawl 
in a display department than this record. Only with the Cutawl 
is it possible to make quickly and economically individual and 
original displays of the kinds now in vogue. It does away with 
the heavy expense of buying ready-made decorations and pays for 


itself in a few months from the actual savings it creates. 


IMPROVE YOUR 1935 WINDOWS 
WITH THE CUTAWL 


The Cutawl will enable you to make a decided improvement in 
your show windows for 1935. Now is the time to make this neces- 
sary addition to your equipment. Our easy payment plan will 


enable you to install a Cutawl at once. 


WRITE FOR NEW CIRCULAR SHOWING 
1934 PRIZE WINNING WINDOWS 


INTERNATIONAL REGISTER CO. 


13 S. THROOP STREET CHICAGO, ILL. 





USE International Register Co., 13 S. Throop St., Chicago 1-35 


THIS Please send me circular of Prize Win- Name. 


COUPON 
PLEASE payment plan. 


ning Windows and Details on your easy Address 








City State_ 
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Displaymen and 1939 


By GEORGE W. WESTERMAN 


President, International Association of Display Men 


The past year has brought many significant 
challenges to the display profession, the In- 
ternational Association of Displaymen and 
its allied clubs. Many have seen fit to chal- 
lenge the sincerity of club officers and of 
national officers. However, we believe that 
all those individuals have been tried in the 
balance of most difficult times and have 
not been found wanting. All have been 
peculiarly successful in overcoming handicap- 
ping conditions through exceptional and 
faithful adherance to their obligations and 
to their duty. They have been able to prove 
themselves equal to the challenges of a de- 
pression year. 

And now another year brings its own chal- 
lenges. If we are not mistaken in the present 
trends, the challenges of 1935 are to be not 
so much the grappling with continued dif- 
ficulties as the grasping of new opportunities. 
There of course will still be many serious 
difficulties to face and overcome. Some of 
the problems may be even more acute be- 
cause of the long continued depression which 
lasted so much longer than we, any of us, 
anticipated. But, by and large we may 
count on the new year presenting to us less 
destructive and more constructive criticisms. 
We may expect with some confidence to 
make greater strides on the road to recovery, 
growth and expansion. The challenges of 
1935 will be to draft the blue print of a 
better year of constructive functioning and 
achievement, to add to the foundations and 
begin the erection of a bigger and better 
building. 

There is the challenge to increase the 
numerical strength of the association through 
greater membership. Much has been done 
by many of the affiliated clubs during these 
handicapping times to add not only members 
but quality to their membership. Every club 
will close 1934 with a larger membership 
than they had at the beginning, and this, we 
feel, speaks well of the new feeling existing 
within the display profession towards a na- 
tional organization. But, whatever the con- 
dition of a club, its leaders should take up 
the challenge to bring the membership to its 
maximum in number, the maximum being 
every displayman in that particular club 


Jackson, Mich. 





George W. Westerman 








DISPLAY WORLD predicts the new 
year is going to witness the establishment 
of many new display precedents. We are 
basing our belief on the fact that display 
has changed. Aggressiveness is the rule 
of the day, and the constructive thinking 
of America's display creators, in every 


branch of the profession, is making this | 


change imperative. 


DISPLAY WORLD takes the initiative 
in establishing the first definite proof of 
this change in display. Our Twelfth An- 
nual Review number brings our readers 
material from a much more diversified 
and authoritative field than it has been 
our privilege to present in past review 
issues. 


We have been unable to present all the 
window photographs and comments sub- 
mitted for this issue. Additional mate- 
rial will appear in the February issue. 








locality. Membership determines the success 
of a display club and of the national or- 
ganization. The challenge of membership 
will always be with us and it is even more 
important today than it was a year ago that 
we take advantage of the opportunities the 
new year will present to strengthen the as- 
sociation and local clubs with new members. 

As a_ second challenge come finances. 
Through 1934 most clubs have shown ex- 
ceptional capacity for dealing wisely with 
this difficult phase of club administration. 
Some clubs have suffered but by wise 
planning, economies, etc., the year has in no 
instance left them the least discouraged. All 
clubs of record are sound, they are made up 
of only those displaymen who can see the 
advantages of national representation for 
their chosen profession through active, vot- 
ing membership in the only association in 
the country who can aid in their future 
progress. It takes big men, capable of living 
and thinking of today and tomorrow and 
equally capable, wanting and willing to for- 
get yesterday to create a new organization. 
We believe that the new year promises some 
opportunities to strengthen the financial posi- 
tion of clubs through not only added mem- 
bers but as has been the case of some clubs, 
by slight increases in dues, or by participa- 
tion in various local promotions or entertain- 
ments at a financial profit. In any case there 
must continue to be wise financial planning 
and the officers of clubs during 1935 may 
generally anticipate that through proper study 
and constructive action the financial condi- 
tion of their clubs may be improved. 

All through 1934 new clubs have affiliated 
themselves with the I. A. D. M. These new 
clubs give evidence that sincere sponsoring 
interest and earnest effort can succeed even 
under most adverse business conditions. The 
manner in which clubs have contributed to the 
life of a national organization and to its own 
members should certainly inspire the interest 
of towns and. cities without display clubs in 
organizing of clubs which in supporting the 
I. A. D. M. immediately contribute in a large 
measure to their own and the progress of the 
display profession generally. Let present 

[Continued on page 40] 
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—Display created 
by George H. 
Wagner, Display 
Director, The Peck 
Dry Goods Com- 
pany, Kansas City, 
Missouri— 
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George H. Wagner 


—Display created by Sam B. Goins, Display 
Director, The M. M. Cohn Company, Little 
Rock, Ark.— 


—Display created 
by W. L. Hunts- 
man, Display Di- 
rector, The Fair, 
Fort Worth, Tex.— 


—Display created 
by W.  Macfar- 
land, Display Di- 
rector, The Gax- 
ton Company, Bal- 
timore, Md.— 
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W. L. Huntsman 





Macfarland 
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RETAIL DISPLAY 
George M. Allen 
Lebeck Bros., 

Nashville, Tenn. 

One of the most outstanding changes in 
display, from my observation, is the tendency 
of displaymen to tie up all windows or fea- 
ture windows with interior displays. This 
has been done more in the past year than 
ever before. Also, displaymen have given 
more time and thought to semi-temporary 
interior displays such as Beach shops, Fur 
shops, Budget shops, etc. 

In making the above statement I am 
speaking principally of the small-town dis- 
playman—the displayman in stores in towns 
up to 200,000 population. Such displaymen 
work on an entirely different basis of the 
displayman in the large cities of New York, 
Chicago, Detroit, etc. We know what the 
large store displayman is able to accomplish 
with his interior decorating staff and arch- 
itects. It is the small-town displayman that 
should be commended. 


RETAIL DISPLAY 
Frank G. Bingham 
Ackemann Brothers, 
Elgin, Ill. 

Yes! America’s displays have changed 
and how they have changed. Henry Ford 
once said, “We can be sure of one thing in 
this country and that is change!” This is 
certainly true of display. Decorative display 
that took its inspiration from nature and the 
beauty of the landscape have long since made 
the displayman of today move out of the 
old homstead in the country and go to the 
city for his Modern Display Inspiration 

The city that is divided into squares called 
boulevards that stretch out ahead of the 
blocks with its streets marked off with yel- 
low stripes for parking spaces. Miles of 
mass of stream-lined cars, red lights to stop 
them, green lights to send them fast upon 
their way, each one with a goal to reach. 
People of all races, and colors, the high and 
the low of life, hurrying and pushing. They 
swarm about store windows with only 
seconds to glance theren. Windows of hats, 
gowns, books, shoes, furniture and home ap- 
pliances beckoning them to buy. Newsboys 
shouting extra, extra, all about the latest 
kidnaping as the shadows of the day turn 
into night and then the lights of powerful 
wattage blaze forth trying to drive darkness 
away. Squares, rectangles, curves, circles, 
cut-out letters above a 1890 store front that 
formerly had it written upon the door, in 
small gold letters! Neon signs of red and 
blue staring you in the face from all direc- 
tions, headlights blinding, brakes grinding and 
on and on into the night. This is the city, any 
American city of 1934 and it becomes the 
displayman’s background of inspiration for 
1935. . 

Modern displays of today have that cool- 
ness, almost classical simplicity that grew 
out of the depression era and have instantly 
become good displays, selling displays, dra- 
matic displays and merchandising displays. 
They represent our time, our ideas and our 





merchandising common sense that will go 
down in history for the displaymen of the 
next generation and the generations to come, 
to well remember! 

Yes! American displays have changed 
because the inspiration of the American dis- 
playmen have changed! The basic principles 
of display, of art, of design, are changeless ; 
only the inspiration changes. Modern dis- 
play is but a changed inspiration. Display- 
men will draw their inspirations for 1935 
and the years to come from the city, the 
300-mile-an-hour plane, the airflow cars, and 
the fast streamline trains. The Century of 
Progress at Chicago will not soon be for- 
gotten because that was a city within a city 
that truly reflected the word—Modern. 

Progress comes only through new thoughts, 
new actions and new plans, so men of dis- 
play, let us not sit idle upon our throne in 
1935, like the kings of old, who had reached 
their goal! Let us go on to a greater and 
better inspiration that will give us a finer 
simplicity of merchandising our displays. 
Remembering always, that no matter how 
far back you go into the dusty records of 
the past, one thing about display stands out 
clearly above the rest. The earliest display 
function perhaps was done by the nomadic 
tribes of Asia, displaying their hand-woven 
rugs upon the sides of their camels. This 
like the latest modern display of today had 
only one great objective—to sell merchandise! 


RETAIL DISPLAY 
S. Blum 

Bloomingdale's, 

New York City, N. Y. 

Bloomingdale’s brought all the color and 
vividness of the sun-drenched Mexican towns 
to New York, when it launched what was 
to be one of the most successful promotions 
of the 1934 season. The opening of the new 
“Mexican Center,” in the china and glass- 
ware department created not a little “buz- 
zing” and excitement on the part of the cus- 
tomers, who were intrigued by the colorful 
pottery, glassware and “knick-knacks” brought 
back from towns and villages of Mexico. 
As soon as we had word from our buyer, 
that he was to make this trip, we began to 
make our plans, and were fully prepared 
when the merchandise arrived! 

The window decorations carried out the 
feeling of the Indian and Spanish influence 
that has become a part of Mexican tradition: 
Huge panels done in oils, depiciting Mexi- 
can scenes formed the center: of the back- 
grounds, while the windows were built to 
represent the old Mexican type of interior. 
A heavy craftex treatment was uséd to 
achieve the effect. The colorful pottery and 
glassware arranged against this setting made 
the window a profusion of harmonizing 
colors and tones. The slogan carried in 
the window was: “Bloomingdale Brings 
Mexico to Manhattan!” And the copy card 
directed passers-by to the “Mexican Center” 
on the fourth floor. 

The floor display in the China Depart- 
ment was distinguished by the gay treatment 
of the columns, which featured colorful 





Mexican senoritas and their partners in 
costume, painted on beaver board panels, 
the counters were dressed with authentic 
Mexican photographs, forming the back- 
ground for a brilliant array of pottery and 
glassware. To complete the picture, the 
sales’ force wore bright Mexican costumes. 
The whole effect on the floor was so color- 
ful and pleasing that many shoppers bound 
for other departments stopped to admire the 
scene. The store was given much favorable 
comment and was visited by members of the 
Mexican Consul, who were very enthus- 
iastic in their praise of the new department. 


RETAIL DISPLAY 
Ellsworth H. Bates 
Damon's, Inc., 

Mason City, lowa. 

America’s Changing Displays are entering 
a new day in the “art” of the display. I! 
candidly believe that American Displaymen, 
if they have not already started developing 
a more sane, more practical, more artistic 
and more attractive display, will soon start 
the development of a more American dis- 
play. The new American display will not 
be of the ultra modern or Continental type. 

I feel that displaymen will abandon some 
of the “goofy ballyhoo” type of window 
stunts and window art that has come into 
use in the past few years. I believe the old 
will be replaced with a conservative artistry 
that will be real; an artistry that will be 
developed to fit a decided purpose; an artistry 
that will fit American merchandising needs. 

Through membership of the newly or- 
ganized I. A. D. M. and its affiliated groups, 
American displaymen will find the initiative 
to develop this new American display and to 
write new history for the profession. 


RETAIL DISPLAY 
W. Gilbert Brown 
Philadelphia Electric Co., 
Philadelphia, Pa. 

The keynote of the American business 
world is progress stimulated by competition. 
Never in all our history has business been 
activated as violently as during the past 
decade. 

In realizing the necessity of keeping his 
goods in the public’s eye the merchant has 
played directly into the hands of the wide- 
awake displayman and has given him the 
long awaited chance to make his profession 
a vital advertising feature. 

Modernism, in its widest sense, has swept 
the display profession along on the crest of 
its wave. Its creations no more are drab, 
colorless masses of merchandise. Displays 
today must have beauty, color and smartness. 
They must be alive, vital and forceful and 
above all else individual. 

The passing American public rushes. It 
is turbulent, congested and re-actionary. It 
bows to only one thing, individualism—that 
particular something that catches its eye 
strongly enough to check its impetuosity. 
This may be color, design, beauty or action. 
These qualities—some of them at least must 
be outstanding if displays are to be success- 
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Kenneth W. Duncan 





—Display created by Kenneth W. Duncan, 
Display Director, The Herzfeld Phillipson Co., 
Milwaukee, Wis.— 








Harry M. Toner 


—Display created by Harry M. Toner, Dis- 
play Director, Burden's, Inc., Jamaica, 
New York— 











John Roy Stewart 


—Display created by John Roy Stewart, 
Display Director, Barker Bros., Los Angeles, 
California— 
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ful today. They must radiate that little 
germ of interest »and once interest is 
awakened a potential customer is made. 
America is going forward in displays. 
The profession has awakened and its mem- 
bers have become artists-and creators. We 
no longer look to Europe for guidance. We 


‘have become the leaders and have, through 


our advancement, injected a new stimulus 
into the veins of American business. 





RETAIL DISPLAY 
Robert C. Bowers 
Robertson Bros., Inc., 
South Bend, Ind. 

In keeping with the times “Changing 
Displays” is an appropriate topic to discuss. 

History has repeated itself in a most dra- 
matic form. Every conceivable channel of 
government and business has been changed 
to cope with modern times, and so with 
Display. 

An analysis of conditions have proven Dis- 
play to be the most consistent, outstanding, 
economical factor in retail merchandising 
today. 

To the displayman has fallen the responsi- 
bility of proving his craft, working con- 
tinually against the time element. He has 
simplified his work, his design, and in doing 
this has presented his merchandise in its true 
value. 

To accomplish its end, Display has had 
to change. In the face of decreased budgets, 
lack of properly trained help, Display has 
come through smiling, with its head up, a 
more worthy proven factor (by actual test) 
than ever before. 


RETAIL DISPLAY 

J. Allyn Dean 

The MacDougall & Southwick Co., 
Seattle, Washington. 

A recent trend in “America’s Changing 
Displays” is the recognized value and use 
of dramatic promotional display by the use 
of large posters, cut-outs, “blow-ups,” etc., 
instead of just attractive or beautiful dis- 
plays. There is a decided change in more 
unusual ways of handling the merchandise 
displayed, to compel attention, together with 
giving a dramatic picture through posters 
to point out the quality of the merchandise, 
style or price appeal. Displaymen, ! believe, 
realize more today that display is to sell— 
not just to make a beautiful picture. 





RETAIL DISPLAY 
Kenneth W. Duncan 

The Boston Store, 
Milwaukee, Wisconsin. 

I think the trend of display is to attract 
attention to merchandise. The passer-by is 
impressed by what the store displays—and 
not the way in which it is displayed. 

With this thought definite in mind we sell 
merchandise through the windows rather 
than entertain. The simplified idea in itself 
is this: When merchandise itself is colorful, 
the backgrounds and fixtures are neutral. 
When merchandise lacks color the props 
supply it dramatically, but never so much as 
to overpower the items to be sold. In using 
this technique we are sure to have art, dis- 
playmanship, and most important selling 
windows. 
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RETAIL DISPLAY 
James H. Everetts 
M. L. Parker Co.; 
Davenport, lowa. 

Well, I wish I were capable of outlining 
the program of 1935 Displays and how they 
should be decorated. That, of course, would 
be just one displayman’s opinion and hardly 
likely to be considered as more than such. 
I will, however, advance my views for what 
they may or may not be worth. 

Granting that display trends are always 
adopted in widely differing manners, I be- 
lieve the new year will see us all realizing 
the importance of better and more dignified 
displays and interiors. Less ballyhoo, more 
simplicity and detail. 

Granting that we are all agreed that we 
have made progress in our recovery and that 
greater confidence is daily being manifest, 
I know of no better and advantageous way 
of reflecting our steps than through our 
windows. Have them quietly registering 
our progress, at the same time tuned to the 
new feeling of a brighter future. 

Isn’t it a fact that conditions have fright- 
ened us to believe that ballyhoo presentation 
and price were far more powerful than they 
really were. 

Invited atmosphere that sells merchandise 
for its quality may have been mistrusted 
during our fright, but lets reflect the facts 
in our 1935 displays. 

Simplicity should continue good technique 
with more attention to detail and _ richness. 
Backgrounds designed to accept promotional 
panels as a part of the completed setting 
rather than just set them in, is an important 
factor in efficient displays without sacrifice 
of finish or refinement. 

Settings of richer materials, with more 
attention to detail will, I believe, be the 
tendency of 1935 displays with their receiving 
a great general acceptance. 


RETAIL DISPLAY 
Frank Fiala 
Goldstein-Chapman's, 
Omaha, Nebraska. 

Merchandising is changing, advertising is 
changing, display is changing, but the change 
isn’t noticed sometimes until the individual 
studies the methods employed by other mer- 
chants, advertisers or displaymen. We must 
keep abreast of the times. Just as soon as 
our merchandising methods or our ad- 
vertising or display methods fall behind the 
standard set by our competitors not only in 
our city but in other cities we feel the 
change. Customers in any town want to 
shop and buy merchandise in stores that -are 
just as modern, read advertisements that are 
just as smart and see window displays that 
are just as attractive, as those presented by 
the most modern store in their territory. 

The day of the crowded sale display fea- 
turning bulked merchandise and huge signs is 
past. Such type sale displays are just about as 
productive of merchandise sales as the bogus 
“retiring from business” sale. Sale windows, 
today, must have an idea back of the pre- 
sentation. Merchandise must be featured, 
not signs. 

Window display budgets are just as im- 
portant as advertising budgets. Advertising 
budgets are appropriated according to the 
per cent of newspaper circulation. Why, 





then, shouldn’t window display budgets be 
appropriated according to the sidewalk cir- 
culation. 

I predict that posterity will see stores as 
modern and beautiful as theatres. I believe 
every modern merchant, advertising man 
and displayman can appreciate the tremend- 
ous changes that have been made in retail 
merchandising methods during the past few 
years. With such progress to continue, and 
it will continue, all phases of retailing must 
modernize to prove their real worth. 


RETAIL DISPLAY 
Elwood A. Coombs 
Porter's, Inc., 

New Orleans, La., 

The principal change in specialty shop 
display, it seems to me, is the result of bigger 
and better dealer helps furnished by the man- 
ufacturers—dealer helps that explain the 
source of design of the article offered, or 
dwell on other pregnant ideas pertaining to 
the merchandise and which have a calculated 
bearing on assisting the sale thereof. 

Another manifestation of changing display 
is the increased use of ideas presented in 
trade publications and adapted to display. 
Usually any such idea being adapted results 
in a noteworthy display that stops the 
passers-by. 





RETAIL DISPLAY 
Robert R. Bowe 

Fantle Bros., Inc., 

Sioux Falls, $. D. 

An ultimate change has come over the 
field of display. The gradual awakening of 
the general public toward better quality has 
at last been realized. 

Automatically, alert displaymen change 
their mode of technique and an array of 
glorious display coloring, done in the Con- 
tinental and modern manner, greets the 
public eye. 

The sun shines as before but on a dif- 
ferent type of window merchandising. This 
new display is as modern as the “airflow.” 
It is an example of artistry that has 
achieved selling possibilities never realized 
with the old type display. It represents a 
subtle fete of colors that are eye-attractive, 
interesting, forceful, thrilling—created to 
catch even the casual passer-by’s attention. 

A vote of thanks to the “Continental” for 
the realization that windows can “sell” with- 
out “red price tickets.” 





RETAIL DISPLAY 
Leroy W. Fryman 
Dayton, Ohio. 

The new year will find more and more 
wise displaymen selling themselves and their 
ideas to their superiors. For years display 
work has been looked upon by many store 
managements as necessary because the stores 
have windows, and of course, windows must 
be trimmed. Likewise, many tempermental 
(?) displaymen have looked upon stores as 
necessary because the stores furnished the 
windows to be trimmed. Beyond this 
point the whole set-up grows a little hazy. 

The day of art for art’s sake is definitely 
over. You are holding your job for just 
one reason, and that is to sell the store’s 
merchandise! Intelligent display planning 
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. . Intelligent display merchandising. . . . 
Intelligent display presentation . . . that’s 
what will count in the future. 


Start today . . . now. . . put your ideas 
on paper make an appointment with 
your boss . . . talk to him as man to man 


and sell yourself and your ideas. The sooner 
you do this the sooner you (and display) 
will stop running around in circles . . . and 
the sooner the time when display will step 
to a higher place of importance in store or- 
ganization . . a place where it rightfully 
belongs. 


RETAIL DISPLAY 
Sam B. Goins 

The M. M. Cohn Co., 
Little Rock, Arkansas. 

As to the display outlook for 1935— 
every indication seems to point to the very 
best. Firms which have cut staffs and 
budgets will go back to normal. Business 
is improving! Panic and fear are dead! 
Smart merchants are going to get their 
share of business! 

As to any decided standardization of dis- 
play, I feel there will never be any! Every 
firm has its own problems and policy. There 
is, too, a certain amount of individuality to 
be maintained in displays as in merchandis- 
ing. Stores must change, improve, with times, 
so must displays change. 





RETAIL DISPLAY 
Arthur J. Harper 

The Howland Dry Goods Co., 
Bridgeport, Conn. 

As I see the display profession at the 
present time, I notice a very strong tendency 
toward greater simplicity. The elaborate 
natural wood backgrounds of the pre-depres- 
sion era have given way to much simpler 
panelings. The elaborate wooden fixtures 
have disappeared; so have the wrought iron 
fixtures, and now we are down to the plainest 
of chrome and glass. 

After all, the business of the retail es- 
tablishment is to sell the merchandise the 
windows display. If the store officials want 


plain windows and the store is making 
money, that is the kind of windows to 
produce. 


From my point of view, a simple window 
with well selected merchandise, and of equal 
importance, well selected accessories shown 
artistically with proper color contrast or color 
blend with the minimum of background or 
other decoration, is the ideal window of 
today. 


RETAIL DISPLAY 
Bernard Himes 

Lipman Wolfe & Co., 
Portland, Oregon. 

Retail window display presents a changing 
front, a front in which but little is per- 
manent. The era of elaborate fixed back- 
grounds has become a thing of the past. 
The American public demands variety— 
variety is presented in advertising; the same 
variety is required of the window display. 
It is only when the store window presents 
the same merchandise picture week after 
week that stagnation of display is positive; 
displaymen must guard against repetition of 
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RETAILERS 


RETAILERS 


D. Arons 
Gimbel Brothers, 
Philadelphia, Pa. 

It is the opinion of this store that a well 
conceived display is worth a full page ad- 
vertisement in the newspaper for the same 
item. Nothing that can be said in news- 
paper type can equal in effectiveness the 
color and warmth of the merchandise itself 
with all its power of suggestion for the 
benefits the user may derive from it. 

It is very unfortunate that in many stores 
today, the display function of the Publicity 
Division is considered a mere adjunct to 
the newspapers. Much money is thereby 
wasted and many opportunities lost for ef- 
fective selling. 


RETAILERS 


Eldon B. Busby 
W. C. Stripling Co., 
Fort Worth, Texas. 

Since the inauguration of the N. R. A. 
all department stores are compelled to sell 
merchandise for practically the same price. 
Therefore, the store that presents its mer- 
chandise in the best manner to the buying 
public, both in window and interior displays, 
will be the one which makes the most prog- 
ress. 

To realize the greatest value from window 
displays they should be so arranged as to 
attract the public’s eye from the street car 
and automobile, as well as attracting the eye 
of the pedestrian. 

One might say, then, that with all of the 
readjustments necessitated by the N. R. A. 
the importance of window display methods 
for the presentation of merchandise should 
not be overlooked. 


RETAILERS 


Clifford J. Carew 
Carew & Shaw, 
Seattle, Washington. 

Advertising is but a description of a pre- 
view of some merchandise drama; the win- 
dow display is the legitimate stage with real 
merchandise characters word-perfect as to 
their lines of quality, utility, economy. The 
show card is the program. It is a continu- 
ous performance. But if it is a good show, 
you can bank on a complete sell-out. Dram- 
atization is one of the most important phases 
of modern retailing. 


RETAILERS 


R. Fagadus 
Hochschild, Kohn & Co., 
Baltimore, Md. 

What is the relationship between display 
and training in your organization? Much 
can be gained by a definite tie-up between 
tnese two departments. A display course for 
training salespeople in the proper making 
of department displays is held once a year 
in our Training Department by our Display 
Manager, Mr. C. A. Vosburg. 

The course is planned by the Training Di- 
rector and the Display Manager. Principles 





of color and display are taught through 
demonstration by the Display Manager and 
are reviewed by the Training Director. 

At the end of the course a display dinner 
is given. Tea-room tables are used for dis- 
play spaces and each member of the course 
makes a display of his merchandise. These 
displays are judged by a committee of which 
the Display Manager is chairman. After the 
dinner the entire group goes from display 
to display with the Display Manager who 
analyzes each display, praising, explaining 
what corrective work should be done and 
why. 

The salespeople who take this course are 
held responsible for the displays in the de- 
partments, and each Tuesday morning 
throughout the year the Display Manager 
and Training Director go through the house 
looking at department displays, praising and 
correcting and thus continuing the training. 


RETAILERS 
D. J. Davis 
Charles F. Berg, 
Portland, Oregon. 

I have been interested in the fact that 
more thought has been given to backgrounds 
depicting uses of the merchandise; also dis- 
plays that point out the new features and 
fashion points of merchandise, particularly 
wearing apparel; displays that teach the 
consuming public how to tell quality mer- 
chandise from cheaper grades. 








RETAILERS 
M. Guberman 
Meyers-Arnold, 
Greenville, S. C. 

In our store, we believe that our Main 
Street store windows are the most valuable 
means of advertising that we have. We get 
both direct and indirect returns from these 
windows. Customers often come back sev- 
eral days after items have been withdrawn 
from the windows, asking for specific items. 

We have recently remodeled part of our 
store and in so doing have tried to empha- 
size the value of display inside the store, 
as it has proven so valuable in our windows. 





RETAILERS 


B. A. Jumper 
Brown-Dunkin Co., 
Tulsa, Okla. 

The new deai in window display calls for 
a dramatic presentation of merchandise that 
will divert people’s attention from the thou- 
sand and one other interesting things they 
have in their minds to the business of buy- 
ing goods. 

Displays must be of items and not things. 
By that I mean a display must sell one thing 
at a time and not try to present an inventory 
of a department. 

Displays must be clean and every one 
should have an idea behind it or else be 
eliminated. 

Window cards must be comprehensive 
enough to tell the complete story. 

[Continued on page 37] 
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display presentation ideas if creativeness is 
desired. 

In the window pictured with this consid- 
eration of America’s Changing Displays we 
find a permanent background setting that is 
just as variable as the displayman’s window 
merchandising technique. The background, 
in the first place, cost less to install than 
the usual run of decorative opening displays. 
A light wooden frame was built in front of 
the permanent window background on which 
nuwood, knotty pine, cork and Venetian 
blinds were fixed in the composition required. 
The addition of smart background panels, 
cut-out copy, cut-out decorative or mer- 
chandising effects, scenic and highly or 
neutral colored lateral borders makes win- 
dow effects that are new and different. No 
two displays are alike. Variety in mer- 
chandise presentation is also secured by the 
addition of ccnstructional window platforms 
and panels that are used to aid the display 
composition or to furnish a different means 
of showing the goods. When such display 
items are introduced in the window composi- 
tion the finished effect is harmonious, and 
the merchandise picture presents a true pre- 
sentation technique. 

At Lipman Wolfe’s we strive to feature 
“truth in advertising” and “truth in display.” 
When co-ordination of advertising and win- 
dow merchandising is to be achieved we al- 
ways try to make that co-ordination harmon- 
ious that the customer may appreciate and 
comprehend the association of ideas. Our 
retailing maxim is “Merchandise of Merit” 
and our window displays always attempt to 
“merit the merchandise.” 


RETAIL DISPLAY 
W. L. Huntsman 

The Fair, 

Fort Worth, Texas. 

America’s displays must change. To me 
it is at its most vital turning point—turn- 
ing from the frantic display of low price 
merchandise to quality-style merchandise. 
Displaymen have gone through a period of 
lower budgets resulting, in most cases, in 
poor displays. And now the upturn is with 
us, and if we are to do our share in bring- 
ing back prosperity to our various organ- 
izations we must see a new high standard 
of display that will present merchandise in 
a manner that will appeal to the desire for 
style and quality in the wanted merchandise. 


RETAIL DISPLAY 
C. B. Clark 

The H. & S. Pogue Co., 
Cincinnati, Ohio. 

Displaymen may find food for thought in 
the theory that the ever changing styles of 
Display may revolve in “cycles,” similar to 
industrial charts, that tend to show depres- 
sion and boom periods occuring at regular 
intervals. 

In the case of Display, it seems that both 








fixtures and background _ styles _ reflect 
“periods” comparable to the preceeding 
cycle. 


Chart of “Periods” and “Cycles” of Dis- 
plays (dates are approximate). 

FIRST “CYCLE”—(lst Period, 1900-1910) 
—Improvised fixtures made of wood or card- 
board (packing boxes and cartons). Back- 
grounds of inexpensive fabrics. (‘The 
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ADVERTISERS 


ADVERTISERS 
J. M. Allen 
Bristol-Myers Co., 
New York City, N. Y. 

Anything that is sold can be sold by win- 
dow displays. It naturally follows that the 
products with the greatest distribution and 
the greatest turnover are the ones that will 
get the longest and greatest number of 
showings. 

The most effective 1935 displays will be 
those that employ a combination of novelty 
in design, beauty of color, a modern twist, 
and telegraphic directness of copy. 


ADVERTISERS 
H. A. Babcock 
McKesson & Robbins, 
Bridgeport, Conn. 

“Point of sale” presentation of any com- 
modity is of utmost importance in that it 
definitely calls attention to the product at 
the source where it may be purchased. 
“Hidden” merchandise with no identification 
story in display card form becomes the 
“Have you?” type, and many sales are found 
to be among the missing because of the ti- 
midity of many folks who do not like to ask 
questions. 

“Point of sale” presentation may be lik- 
ened to an illuminated billboard, in that it 
blazingly calls out to the passerby or to 
near-by prospects, “Here I am—the very ar- 
ticle you have heard about, read about, and 
should know about.” 

The urge to spend and buy is much more 
readily incited through close contact with 
the article as featured through display. The 
proof that this be true can be easily experi- 
enced through the checking of sales on a 
given item over the same period of days, 
using in one instance the “point of con- 
tact” display method, and in the other in- 
stance, the “hidden”-waiting to be called-for 
method. 





ADVERTISERS 
H. S. Boyle 

Servel, Inc. 
Evansville, Ind. 

The most of our business is done with the 
public utilities and gas companies. These 
companies as a rule have a complete display 
set-up of their own. By their ingenuities 
and abilities we have hundreds of rather 
novel and localized displays of our product. 

Naturally this limits the need of displays 
for company distribution. We have, how- 
ever, increased our outlets to a consider- 
able extent and will do more display for 
1935 than we have ever done before. Our 
plans for these displays are very simple, 
being conceived for the prime purpose of 
“identification of product.” 


ADVERTISERS 
F. L. Cheever 
Pepperell Mfg. Co., 
Boston, Mass. 

There is no doubt but that point of sale 
advertising is one of the most necessary 
links in the entire chain of selling. National 





advertising in magazines, in trade papers, 
and in local newspapers can tell people about 
merchandise which is available, but only if 
those people are able to see where the mer- 
chandise may be bought does the money for 
space advertising get results. 


ADVERTISERS 

L. H. Collins 

French Lick Springs Hotel Co., 
French Lick, Ind. 

We consider the “point of sale” display 
as the “percussion cup” of the advertising 
campaign. Of what use is the powder and 
bullet without the essential spark to set the 
whole charge in motion. 

That reminder must have its turn at promi- 
nence in the retail store to crystallize any 
promotion effort into a sale. The compli- 
cated human mind is just as capable of for- 
getting a thousand things at once as of think- 
ing of them. 

It’s a toss up. To play safe the astute 
advertiser does not depend on the force of his 
advertising copy—however forceful. He 
makes certain of alluring “point of sale” dis- 
play first so there will be no chance of for- 
getting it. 


ADVERTISERS 
1. Willard Crull 
Campana Sales Company, 

Batavia, Ill. 

We have always been sincere believers in 
window display advertising and I believe that 
our constant campaigns using this medium 
are ample evidence of our belief. Our appro- 
priation for window display advertising has 
been constantly increased every year for the 
past six years and this year represents the 
greatest expenditure we have ever made for 
this type of advertising. 

We still believe that the display piece itself 
is the most important part of window adver- 
tising. A good job of window trimming can 
make a good looking display a thing of beauty, 
but the best window trimming job in the 
world can’t make a beautiful display out of 
a tawdry and ordinary looking trim. 


ADVERTISERS 
Virginia Hamill 
Cannon Mills, Inc., 
New York City, N. Y. 

“Display at the point of sale should be sim- 
ple and direct. The less confusion of ideas, 
the better. If you’re going to show towels, 
for instance, show towels. Don’t lose them 
in an array of plumbing fixtures, shower cur- 
tains, bathroom accessories and the like. Over- 
done interiors, where attempts have been made 
to show the var:ous uses of the object on dis- 
play as well as its related merchandise tend 
only to distract the attention and thus weaken 
the display. Rather, put your emphasis on 
pattern and color range. This can be done 
effectively in several ways: ty dramatic light- 
ing; by means of a color scheme pointed up 
throughout the display; or by the repetition 
in the d'splay background of the pattern motif 
in the merchandise. 

[Continued on page 41] 
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Cheesecloth Era.”) ; (2nd Period, 1910-1920) 
—Nickled and oxidized metal fixtures, glass 
pedestals. Plain painted backgrounds with 
simple architectural motifs; (3rd Period, 
1920-1925)—Wood fixtures in ornate period 
designs. Decorative backgrounds of wood, 
caenstone, and decorative fabrics. 

SECOND “CYCLE”—Compared to First 
“Cycle’—(1st Period, 1925-1930)—Impro- 
vised fixtures of wallboard and wood, sim- 
ulating boxes, tubes, etc. Plain, inexpensive 
fabrics as panelled or curtained background ; 
(2nd Period, 1930-1935)—Modern metal fix- 
tures in chrome or nickle, combined with 
glass. Plain painted backgrounds’ with 
simple modern motifs; (3rd Period)—The 
present trend towards wood and modern 
decorative materials for backgrounds, in- 
dicates that the 3rd period may reflect the 
style of the 3rd period in the preceeding 
cycle. 


RETAIL DISPLAY 
T. Willard Jones 

Phelps Shoe Co., Ltd., 
Shreveport, La. 

America’s Changing Displays will, in the 
new year, find more displaymen adapting the 
modern Continental type presentation or a 
more modified type American Continental dis- 
play. Displaymen will use more plain and 
solid colors in window display background 
work, with concentration of merchandise and 
customer attention secured through the 
mediums of contrasting figures and display 
compositions. Window displays will mer- 
chandise the retailers goods rather than the 
displayman’s artistic ideas. We will continue 
to have “art” in the window display, but the 
window art of the future will become the 
art of the presentation of merchandise at the 
“Point-of-Sale.” 


RETAIL DISPLAY 
Clement Kieffer, Jr. 
The Kleinhans Co., 
Buffalo, N. Y. 

It is my opinion that the displays of 1935 
will not show much marked improvement 
over ’34 because a very high standard was 
maintained throughout the past year. This 
was evidenced by the striking entries in va- 
rious recent contests. If windows maintain 
the same high standard during the coming 
year as they have in °34, merchants will 
have little opportunity to complain. We 
should, however, strive to better conditions 
and not be content to rest upon our laurels. 

I have noticed that a great many stores 
still appeal to the auto trade via the bill- 
board route (era of ’32 and 733) attaching 
merchandise at random to a plain panel with 
heavy lettering announcing the price and 
name of the article. This may come under 
the caption of “Continentalism” in the 
opinion of many, but my version is that it 
requires more than just the attaching of 
merchandise to a panel to make it a selling 
window. In my opinion, I do not think any 
displayman should adhere to this rule, but 
rather endeavor to place his merchandise in 
a manner so it will register from a distance 
—at least the effect so that one passing a 
display will be sufficiently interested to stop. 
Displays should be built so they produce 
business long after they have been removed. 

Dramatizing merchandise seems to be the 
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PRODUCERS 


PRODUCERS 

E. H. Burdick 

The Diorama Corporation of America, 
Chicago, Ill. 

The Diorama, that new, comprehensive 
and attention-getting display, was used with 
phenomenal success by a great many of our 
successful companies at “A Century of 
Progress.” 

The Diorama is known as a “pictorial rep- 
resentation in three dimensions employing the 
use of perspective in all portions to present 
a life-like scene in miniature.” 

The use of the Diorama medium gives to 
the manufacturer and the retailer a chance 
to tell a more comprehensive story in a 
smaller space than has ever been accom- 
plished before. The realism and truthfulness 
of detail imparted by the fine art workman- 
ship, coupled with the natural atmosphere 
and lighting, will most certainly serve as a 
basic medium for display advertising and 
“Point-of-Sale” display in windows, interiors, 
conventions and exhibits in the future. 

Outstanding uses of this medium were the 
picturization of the sources of the basic ma- 
terials that comprise a Ford automobile and 
the History of Merchandising, as portrayed 
by Sears, Roebuck and Company this year 
at “A Century of Progress.” 


PRODUCERS 

W. E. DeCoursey 
Advertising Displays, Inc., 
Covington, Ky. 

We write best of what is closest to us. 
So here we write of Dioramas (miniature 
model displays)—and their place in the dis- 
play field. 

This unique form of display, unusual be- 
cause it is comparatively new as an advertis- 
ing medium, is not adapted to multiple sim- 
ultaneous showings,—but has a very definite 
field in which the manufacture of a product 
not sold through as many outlets or in the 
volume of cigarettes, proprietaries, and some 
food products—can strikingly present his 
goods. 

For instance, the maker of floor coverings, 
rugs, linoleums, though selling through a 
dozen or more stores in a fair-sized city— 
has the use of window space but few times 
each year; at those times he must make the 
most of it—and to do this a loan display, a 
travelling Diorama—can dramatically portray 
the improvement made in the home through 
new or proper floor coverings,—far more 
effectively than illustration and merchandise 
can do. And by this better method of a dis- 
play that the public wants to see, he can ob- 
tain more frequent use of window space. 

This is but one instance of Diorama use. 
The field covers not only window display, 
but conventions, trade shows, sales meetings, 
exhibitions—and wherever a sales, process or 
production idea is to be dramatized. 

The success of Dioramas as a selling 
medium rests upon their popularity with the 
public. This is reflected immediately to the 
manufacturer. To cite but one instance—a 
coffee packer using Dioramas in a key city 
of 500,000, had over 100 requests from deal- 





ers there for these displays in two weeks 
after the first Diorama was shown! 

Here is a form of display for manu- 
facturers who can’t use quantity lithographs, 
cut outs, etc., to carefully consider—for it 
will earn them not only increased sales where 
used—but increased opportunity for sales 
through gaining display showings otherwise 
not to be had. 


PRODUCERS 
Morris M. Einson 
Einson-Freeman Co., Inc., 
Long Island City, N. Y. 

The new year will usher in a business con- 
sciousness that has been so sorely lacking in 
the past year. Talking and thinking politics 
is not the forte of the American business 
man. With politics and the election out of 
the way, the American manufacturer and 
advertiser will again concentrate on the 
problem of advertising and selling, and busi- 
ness will move forward. 

The merchant knows the value of publicity 
to attract trade. Whatever medium of ad- 
vertising he employs is supplemented by his 
show window and store displays. That 
fundamental is ingrained by his years of 
merchandising experience. The manu- 
facturer, too, knows from experience that 
dealer co-operation for his product goes 
hand in hand with the display of his product 
in the dealer’s window and on his counter. 

The new year, therefore, means getting 
down to business for manufacturers and 
merchants with a generous use of window dis- 
play, not just display cards but merchandis- 
ing display that carries a strong vibrant sell- 
ing message that can be translated into sales. 
1935 will be a window display year. 


PRODUCERS 
John Dewitt Gray 
Stemar Displays Co., 
Chicago, lil. 

The past year has seen a decided impetus 
in the use of motion for “Point-of-Sale” ad- 
vertising and demonstration—principally be- 
cause the nationa! advertiser is looking for 
results in the form of actual sales, not just 
publicity, from the money he is spending for 
window and store displays. 

We have produced displays in quantities, 
prices ranging from $5.00 to $25.00 per unit. 
Such displays, must necessarily pay for 
themselves in actual increased sales. 

It is our belief that there is a steady 
trend toward better displays with more 
money being invested in each unit, but with 
much greater and definite sales results per 
unit. 


PRODUCERS 
Paul Goldstein 
Arvey Corporation, 
Chicago, ill. 

Without question, considerable thought is 
always given in the preparation of all media 
of advertising, but counter and window dis- 
play material must be planned, and given 

[Continued on page 44] 
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Richard J. Neutra 


—Choice fur goods are shown to motion 
picture stars in the Sloat-Dennis fur shop. 
Dignified simplicity is the keynote of the 
interior. Designed by Richard J. Neutra— 


—A neutral but rich environment for smart 

import dress creations and exquisite millin- 

ery. Background polished aluminum; win- 

dow floor of dark red glass. Designed by 
Richard J. Neutra— 


—Indirect and reflected light of daylight 

bulbs makes the interior an all night display 

room for a few selected pieces. Designed 
by Richard J. Neutra— 





Russel Wright 
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keynote of the coming years and those who 
will reap the biggest harvest in sales will be 
those who spend a little more effort in set- 
ting the stage so it will arrest the attention 
and create desire. 


RETAIL DISPLAY 
W. Macfarland 

The Gaxton Co., 
Baltimore, Md. 

With the New Deal has come new ideas, 
new methods, new manners in window dis- 
play. It is as unlike its shadowing 
predecessor as our modern up-to-date shops 
are unlike the old general store, completely 
lacking in uniform arrangement. Today’s 
displays have a definite purpose. They are 
designed to feature a certain exclusive style, 
place it before the public in such a way as 
to make every woman conscious of its value. 

It is essential that the Display Director 
of today must have more than a mere 
artistic sense. He must have a knowledge 
of merchandising, he must have his finger 
on the pulse of the times, and he must TIE 
UP with current events to get a_ strong, 
well-rounded effect. Otherwise, his displays 
are mere mannequins and cold merchandise 
in this world of tremendous competition. 


RETAIL DISPLAY 
R. M. Martin 
Consolidated Gas Co., 
New York City, N. Y. 

Modern design, as applied to the show 
window, seems to be coming out of the 
rattle and diaper stage. 

It seems to me that we are on the threshold 
of an era where a more intelligent use of 
color and form will fulfill the only reason 
for their existence—the projection of the 
merchandise on display. We have already 
witnessed enough of the bizarre, the 
grotesque, excessive ornamentation, even in 
modern window backgrounds. I believe that 
1935 holds many good things for the pro- 
gressive display director who has the mental 
courage to think in terms of supporting the 
merchandise on display rather than over- 
shadowing it with fancy display creations. 


RETAIL DISPLAY 
J. A. Melbostad 

Rhodes Brothers, 
Tacoma, Washington. 

If no set program is made for each period 
of the month, we are sure to pass up many 
opportunities to increase sales. Last season 
we divided each month up into periods or 
seasons, and planned a major interior pro- 
motion for that particular time. It was one 
of the most effective display programs [| 
have ever experienced. 

In following up the promotion inside the 
store, it does many things. It attracts the 
customer, reminds them something unusual 
is going on. In enthuses the salespeople, 
peps them up; and if the sales force is thor- 
oughly sold, we need not worry about the 
event not going over. It makes a store stand 
out as being awake, makes it interesting— 
which cannot help but bring more people in. 

There are so many natural opportunities 
to sell more merchandise each month if we 
just single them out and work on them. I 
believe many of us are passing up great op- 
portunities of doing better display jobs by 
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DESIGNERS 


DESIGNERS 
Wilbur Henry Adams 
Designers, 

Cleveland, Ohio. 

Although most merchants appreciate the 
value of light in the:r show-windows, few ap- 
preciate the value of exterior store illumina- 
tion as a sales producing medium. Or perhaps 
we should say that few know that a luminous 
building or store front can be accomplished at 
a cost within their ability to pay. 

Location and window display supplement 
for all and entirely take the place of adver- 
tising for many stores. The modern structure 
of luminous buildings is attractive and sales 
results will be commensurate with the design- 
er’s skill. Good design tends toward simplifi- 
cation and hence to economize in construc- 
tion. By combining good design with modern 
materials such as porcelain enamel, stainless 
steel, glass and light, Wilbur Henry Adams 
& Associates of Cleveland have created un- 
usual store fronts completely luminous that 
cost no more than an ordinary good store 
front. 

The beauty and color of porcelain enamel 
when artistically employed and the recognition 
that this quality is of equal value to its perma- 
nence, makes it ideal for exterior use. Un- 
limited color combinations, high reflection, and 
ease of cleaning together with low cost due to 
factory fabrication and quick erection make 
porcelain enamel] an ideal material for this 
purpose. With the facing material is fabri- 
cated at the factory all luminous beams, refiec- 
tors, letters, etc., making it possible to ship 
a complete store front ready to erect with 
shop drawings numbered to correspond to the 
various parts. 


DESIGNERS 


Gustav Jensen 
Industrial Designers, 
New York City, N. Y. 

It seems to me ideal when a well designed 
product is so characteristic in its style that 
from this core can naturally be developed 
packages, displays of all sorts and advertising, 
all holding together as a single unit. The 
stronger and more definite the original prod- 
uct is in design, the greater and more natural 
will be the opportunities for developing it 
into these other uses and the easier it will also 
be, within that style, to provide the variations 
necessary to avoid monotony. 


DESIGNERS 
Virginia Hamill 
Designers, 

New York City, N. Y. 

“Point-of-Sale” is the most important spot 
in the movement of merchandise from de- 
signer to consumer via mill, wholesaler and 
retailer. At that point the success or failure 
of a product is decided. It is essential, there- 
fore, that it be displayed in its best party 
clothes against a most effective background. 

It seems to me that the logical person to 
design the party clothes and the background 
is the designer of the, product himself, who 
has had in mind from-the very beginning its 
consumer appeal at “Point-of-Sale” and no 





doubt planned his design to strike a certain 
note in that appeal. 

In displays for Cannon Mills, for instance, 
or Bates Bedspreads, I never use the usual 
stock display material, but have special mate- 
rial built that will bring out the design of the 
product to best advantage. 


DESIGNERS 
Nathan George Horwitt 
Industrial Designers, 
New York City, N. Y. 

Design in any field is really the orderly ar- 
rangement of matter in space. In bottle, pack- 
age, and the ultimate display store window, 
the term orderly arrangement is proscribed by 
the objective of (1) dominance and identity 
in the heterogeneity of hundreds of other 
clamoring identities; (2) legibility of a trade 
name to associate identity with existing need; 
(3) some vague concepts of passing styles 
and desirable colors. Mind you, I am speak- 
ing of display and the package, not the prod- 
uct. 

In product design, such vague tangents are 
not possible. In product design the governing 
motive is technical and functional, not a fish- 
ing expedition for loose dollars. A watch 
mechanism is not designed by some artist’s 
anticipation that Madame looks best in beige. 
It is beautiful only when every adjustment is 
right to one ten-thousandth of an inch. When 
it is so, it fulfills the definition of a very 
orderly arrangement of matter in the allotted 
space. It has to be to tick. 

That other type of design I am not likely 
ever to understand or appreciate. While I 
have once been a supposed authority in it, it 
still seems to be a cross between a Montpar- 
nasse backfire and a copywriter run amuck 
with brushes and paint. 


DESIGNERS 
Richard J. Neutra 
Industrial Designers, 
Los Angeles, Calif. 

If it is a correct principle that form follows 
function or that appearance should be an ex- 
pression of purpose, it is clear that objects 
sold in stores must have a design as “purchas- 
ables.” Their function is not only defined 
by a technical performance specification but in 
addition to this, as long as things must be 
offered for sale on a competitive basis—their 
value has most probably to be staged and ac- 
centuated. Their function partly concerns the 
sales preliminaries, that is the aesthetical prac- 
ticability of display and offer. There are ob- 
jects which must be set off as individuals 
and there are such which effect attraction 
when seen in masses, 

The modern technology of series production 
has made this latter case the more frequent 
one. It is the function of these articles to be 
aesthetically “sociable” and still be impressive 
when singled out. It is the function of a 
show-window to be a fitting stage for the 
specific presentation, to be neutral enough not 
to compete with the displayed objects; to have 
background appeal enough to suitably intensify 
their appeal. 

[Continued on page 47] 
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—Display produced by W. L. Stensgaard 
and Associates, Chicago, Ill., for Fostoria— 


—Display produced by The Forbes Litho- 
graph Mfg. Company, Boston, Mass., for 
Champion— 


CHAMPION gp 


—Display produced by Advertising Displays, 
Inc., Covington, Ky., for Northern India Tea 
Estate— 


—Display produced by Consolidated Litho. 
Corp., Brooklyn, N. Y., for Gem— 
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not taking more advantage of the oppor- 
tunities we have inside our store. For in- 
stance, we will take Valentine’s Day. For 
a period of ten days, no one could come into 
our store without being reminded in a nice 
dignified way that Valentine’s Day was com- 
ing—and so throughout the year, Easter, 
Mother’s Day, June Brides, and all the rest 
of them. We dramatized each one with very 
gratifying results in increased sale. My staff 
and myself got a lot of fun out of all of 
this. We didn’t increase our work much 
because everything was planned out ahead 
of time and we followed it through to com- 
pletion. Usually we were surprised to find 
how well these displays worked, and it cer- 
tainly was gratifying to see the results they 
produced. 

These things I have mentioned were not 
expensive. At no time did we spend more 
than $25.00, and many times we used less. 

My firm belief is that displaymen have 
marvelous opportunities ahead if we will 
just avail ourselves of the few simple things 
we are now over-looking. 

Try it more, boys, you will get a lot of 
fun out of it. I know it will work—it worked 
for me. 


RETAIL DISPLAY 
A. Matzer 

Thalhimer's, 

Richmond, Va. 

For the last two years the American win- 
dows have changed in their general makeup 
to this extent: All backgrounds are neutral 
and temporary backgrounds are created with 
the ever changing fashion and fads. The 
temporary backgrounds consist mainly of 
settings, depending, of course, upon the type 
of store and the part of the country in which 
it is located. 

All Eastern stores have their displaymen 
trained somewhat like a group of newspaper 
men. If you have every had the opportunity 
of being at some important event, you will 
see each newspaper reporter trying to outdo 
the other in getting their story in the fastest 
and making it the best. It is like this with 
the displaymen. 


RETAIL DISPLAY 
Vernon D. Naden 

Zion Dept. Store, 

Zion, Ill. 

Old Man Depression went to the cupboard 
to get his poor front a display . . . when he 
got there the cupboard was bare, and so was 
his sales book, I guess. However, I am in- 
clined to believe the display was there, per- 
haps the fellow who sought it lacked enough 
enthusiasm to find it. For 1935 I can think 
of no greater asset to the display profession 
than plenty of good old fashioned enthus- 
iasm. It is my opinion that enthusiasm is 
that state of mind bordering upon success 
. every 1935 display will show “it” or 
lack of “it.” 


RETAIL DISPLAY 
Edward E. O'Donnell 
Sisson Brothers-Welden Co., 
Binghamton, N. Y. 

My observation of display during the year 
just passed causes me to feel that most 
stores have placed considerably more con- 


DISPLAY WORLD 


17 


AGENCIES. 


AGENCIES 

A. King Aitkin 

The Aitkin-Kynett Co., 
Philadelphia, Pa. 

To me two things are an integral part of 
an advertising campaign whose direct aim is 
the mass public and whose channel of dis- 
tribution is the retail store. Store display 
is one of these, and sampling is the second. 

I do not feel that any amount of advertising 
in other forms can be effective unless, at 
least, one of these elements is employed. Yet 
more and more am [| impressed with the need 
for ingenuity, made necessary by the retailer 
who has seen the necessity of modernizing 
his store both as to counter and floor space 
arrangement. 

The same is true of the window. Where 
better education in merchandised display 
values has made the dealer unwilling to ac- 
cept the old-time cut and dried display pieces, 
it makes it necessary for the advertiser to 
render a really intelligent cooperative service. 


AGENCIES 





_O. L. Connell 


Budke-Connell Advertising Agency, 
St. Louis, Mo. 

We regard window display and other “point 
of purchase” media to be very important in 
connection with an advertising campaign. 
Advertising campaigns, generally speaking, are 
intended to create consumer demand and 
usually accomplish this purpose. It is im- 
portant, however, in creating consumer de- 
mand that it be tied up with a “point of 
purchase” appeal, and this of course is ac- 
complished through window display and other 
“point of purchase” media. 


AGENCIES 

W. C. D'Arcy 

D'Arcy Advertising Agency, 
St. Louis; Mo. 

If it were not for the display window in 
the retail establishments of the country, or 
for that matter of the world, there wouldn’t 
be half of the retail turnover which we count 
into the many billions of dollars. If the mer- 
chant put his ware in some out-of-the-way 
place, perhaps if it were beneath the surface 
of the earth as some of our gold and silver 
and copper and coal are, yet to be discovered, 
nobody would think much about it—but the 
moment all of these precious things are dis- 
covered by design or by accident then every- 
body’s attention is centered on that spot where 
the good things are displayed, and then trade 
mounts. 

The front window is not only the index to 
the character of the establishment but the out- 
ward evidence of service and values that must 
be justified or the man behind that window 
is on his way out of business. 

Within the past eighteen months we have 
had some wonderful experience with some 
new type of window display. Each of these 
windows, as they have been put in with de- 
liberate understanding of the store, the locality 
and the entire environment, has produced in 
many ways that evidence which the store and 
the advertiser whose wares are involved like 


to realize. With all of this we can only em- 
phasize our consciousness of the merchandis- 
ing power of proper window display by all 
who want to tickle the fancy and serve the 
purpose of the passing throng. 


AGENCIES 

Willard S. French 

Brooke, Smith & French, Inc., 
Detroit, Mich. 

The merchant who first thought of attach- 
ing an electric buzzer to the pane of his dis- 
play window ought to get a keen sense of 
accomplishment out of the fact that he dis- 
covered a fundamental advertising appeal that 
is now occupying an increasingly important 
part of advertising activity. 

Animated displays that automatically refill 
giant fountain pens before your very eyes, 
that change grouchy faces into pleasant ones, 
that show drum majors swinging their batons 
and that do any number of surprising and 
irresistible things by means of a few gears, 
an electric motor and colorful cardboard, 
show that the artist, the engineer and the 
advertiser hz to build an in- 
creasingly odern advertis- 
ing. 

Yes, a 













world has 
passed tl stage. It 
has arriv nd orig- 
inality. it is payi i es. 


New York City. * 

Effective windowing is t 
turer’s front-line contact.¥ ¥'the p blic. It 
has this additional advantagé~ over other 
forms of advertising: It tells the prospective 
customer “you can buy this product right 
here.” As a matter of fact, the window dis- 
play also functions as a service item for the 
consumer, giving essential shopping informa- 
tion for its use, and prompting immediate 
action at the point of sale. 


AGENCIES 

D. G. Valentine 

N. W. Ayer & Son, 
Philadelphia, Pa. 

Keeping everlastingly at it—the secret of 
successful advertising—should also be the 
motto of the user of window displays. 

A window display has work to do, just as 
the salesman and the adveriising have work to 
do. An occasional display is about as effec- 
tive as an occasional call, or an advertise- 
ment twice a year. 

Well-designed window displays, timed to 
the advertising, will aid the effectiveness of 
any campaign. They should be in good taste: 
they can arrest attention without being blat- 
ant. The should show a change of pace in 
treatment and layout and, most important of 
all, they should sell goods. 

This agency gives every consideration to 
displays, to the end that as part of a well- 
planned campaign, the advertising shall pay 
the advertiser. 

{Continued on page 4o} 











—Installation for “Kolynos" by the Fisher Display 
Service, Chicago, Ill_— 


—Installation for ‘Hiram Walker" by the New Eng- 
land Display Service, Boston, Mass.— 
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—Installation for "Zemo" by Riechers 
Display Service, St. Louis, Mo.— 


—lInstallation for “Scott's Emulsion" by 
the Fisher Display Service, Chicago, Ill.— 


January, 19.25 


—Display designed for "Colgate" by Zipp- 
rodt, Inc., Chicago, Ill— 


—lInstallation for "“Glazo" by Stefan, Inc., 
Milwaukee, Wis.— 
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fidence in the promotional value of their win- 
dows and interior displays. 

Many of the most outstanding merchandise 
events of the year owe a large part of the 
success of these events to the splendid selling 
ideas presented in the windows. More 
planning and a definite tie-up with the article 
displayed invariably creates a desire to buy. 

The retail business in general has staged 
a splendid comeback and there is every reason 
to believe that it will continue. Let display 
continue to progress, hand in hand with mod- 
ern merchandising. 


RETAIL DISPLAY 
Edwin F. Peters 

Hess & Culbertson, 

St. Louis, Mo. 

Every progressive jeweler should give his 
window displays a greater part of his atten- 
tion in the coming year. Jewelry windows 
have been sadly neglected and have not kept 
pace with the times. 

Newer methods of merchandising are al- 
ways taking place, and jewelry displays 
should be treated accordingly. 

There is no greater media of advertising, 
nor actual sales producer than “Point-of- 
Sale” advertising; so take advantage of this 
by having brighter and more attractive dis- 
plays. 


RETAIL DISPLAY 
Eric J. Ostrom 
Klopfenstein's, 

Seattle, Washington. 

Every year when display takes stock of 
itself, reviews its past accomplishments and 
views its future possibilities, the displayman 
cannot help but acknowledge advancement. 
It doesn’t matter whether the individual be 
the displayman in America’s smallest retail 
establishment or the display director of 
America’s largest retail store, display has 
made progress and that progress cannot help 
but be recognized. Perhaps display perfec- 
tion isn’t as noticeable over the period of a 
year as it is over the period of a decade, 
but students of the profession will have no 
trouble recognizing the perfection of modern 
display merchandising that has been achieved 
this past year as contrasted to display’s ap- 
preciation of the same fundamentals of but 
a year ago. 

It doesn't matter whether the displayman 
chooses to identify his displays as modern, 
posterized, Continental or any one of several 
other such names, American displays are 
changing and the change is progressive. We 
are gradually eliminating the decorative art 
of the window display and substituting in its 
place an art that emphasizes merchandise. 
And, after all, isn’t it the merchandise that 
should be featured in the window display 
rather than the displayman’s decorative art? 

Study the picture presented with this short 
consideration of America’s Changing Dis- 
plays. Do you recognize in any of the old 
forms of window display decorfation that 
were so necessary a few years ago? In the 
place of old forms of decoration one 
recognizes line, form, contrast, balance, de- 
sign, composition, angles and _ perspective. 
The window display of modern window mer- 
chandising has become rhythmical. The dis- 
play and the merchandise has become an 
harmonious whole with all phases of the 
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INSTALLATION 
John A. Albertson 
National Displays, Inc., 
Indianapolis, Ind. 

One of the questions prominent in the minds 
of many DISPLAY WORLD readers is that 
of the direct value of the N. R. A. code. 
While it is true that the installation code is 
one of the few that was battered out of shape 
to start and later partially suspended, yet it 
has had two distinct values. 

During the short term of existence of the 
entire code many installation men learned 
for the first time the actual costs of their own 
operation. Consequently, many have set about 
preparing a more solid financial foundation 
for their organizations. 

The second and most important value, espe- 
cially from the standpoint of the advertiser, 
is the elimination of carelessness and indiffer- 
ence on the part of the actual installers. Prior 
to the establishment of a minimum wage scale, 
many installers were paid at whatever rate best 
fit their employer’s purse. When this rate 
was low it afforded an exceptional alibi for 
the installer in explaining to his employer why 
certain installations were below standard. 

Today installers are fully paid for complete 
installation of each display and no installation 
service need accept any alibi for improper in- 
stallation ; consequently careless and incompe- 
tent installers are gradually being eliminated, 
and the field is now open for men of higher 
caliber to adopt window display installation 
as their vocation. 

Although the installation business has 
shown a noticeable increase during the last 
few months of 1934, yet we feel that a still 
greater use of window display advertising 
will result from the improvement now notice- 
able in professionally installed displays. 


INSTALLATION 

Paul R. Bishop 

New England Display Service 
Boston, Mass. 

The New England Display Service is mak- 
ing a survey of national advertisers concern- 
ing pertinent window display installation top- 
ics. Better than 100 advertisers have been 
contacted to date, and the consensus of opin- 
ion is as follows: 

There is not one advertiser who has been 
contacted that does not believe window display 
installation to be absolutely essential. Many 
advertisers, especially those in perishable prod- 
ucts, believe they could not exist without the 
use of window display. Other advertisers 
make the statement that it is impossible to 
get distribution in the best outlets unless the 
deal includes window display. And the adver- 
tisers are of the firm opinion that the mer- 
chandise sells in ratio to the degree of perfec- 
tion of the display. 

The division of advertising appropriations 
must be made in favor of the “selling” and 
less in favor of the “publicity” of the mer- 
chandise. The definition of publicity, in this 
instance, being: the part of the advertising 
budget which is spent on magazine, newspaper, 
billboard, carcard and radio advertising — 
where the customer hears“or sees the appeal 
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but where the merchandise is not at the 
“Point-of-Sale.” The part of advertising done 
at the “Point-of-Sale” where the product can 
be purchased is the “selling” division of the 
advertising budget. 

The appreciation of the “selling” phase of 
advertising is becoming much stronger. Re- 
cent tests show actual, immediate results. 
One of the largest department stores in Bos- 
ton recently offered two nationally known 
products in their window displays. Both prod- 
ucts were about the same; the publicity was 
about equal; prices were about the same, and 
the packages were comparable in design and 
size. Both window displays appeared on the 
same street and at the same time. But, the 
ratio of sales was five to one in favor of the 
manufacturer who had built his business on 
the idea of a display at the “Point-of-Sale.” 


INSTALLATION 

Albert Basse 

Bas Man Window Display Service, 
Boston, Mass. 

Since the inception of our business, it has 
been our contention that a display service 
should serve the manufacturer not only by 
installing displays which the manufacturer 
submits to him, but by having a capacity to 
design and produce them as well. 

It is incumbent upon the members of the 
display installation industry today to make 
far greater inroads into their particular busi- 
ness than they have ever before been called 
upon to make. Far too often is the average 
display service consistent of merely a group 
of trimmers and their employer. 

In order to more properly serve the adver- 
tiser, a display service should have a number 
of artists included in its staff as well as a 
department for the actual construction of dis- 
plays. 

Too often do we find that a given manu- 
facturer knows little or nothing about win- 
dow display advertising, and it imposes a duty 
upon window display services to not only in- 
stall windows, but design and produce win- 
dows that will sell merchandise. 

Not until such time that an operator can 
take a given appropriation from an advertiser 
and “do the whole job” is a display service 
completely and efficiently organized. 


INSTALLATION 
L. O. Clements 

United Display Corp., 
Boston, Mass. 

Here in New England we are facing 1935 
with a great deal more confidence than we 
looked to the future a year ago. Regardless 
of our personal opinions of the N. R. A., it 
must be admitted that it gave the display serv- 
ices a legitimate as well as an effective means 
of restoring prices and wages part way at 
least to logical levels. This alone has made 
1934 a worthwhile year, for we all were fast 
heading downwards to a position where nei- 
ther employer nor employee could possibly 
hope to survive. 

This stabilization of price should make 1935 
a more satisfactory year in which to do busi- 

[Continued on page 46] 
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George M. Allen 


—Display created by George M. Allen, Dis- 


play Director, Lebeck Bros., Nashville, 
Tennessee— 


—The Diorama display reproduced on the 
left is from the Ford display, Century of 
Progress Fair. It was produced for the Ford 
organization by The Diorama Corporation 
of America, Chicago, Ill. The display is 
known as: The Ford Basic Material Hemis- 
phere. The twelve dioramas portrayed the 
sources of the same number of basic mate- 
rials that comprise the principal parts of a 
Ford automobile, namely, glass, asbestos, 
wool, cotton, sillimanite, aluminum, iron, 
copper, zinc, cork, rubber and soy beans— 


—Display created by A. Matzer, Display 
Director, Thalhimer's, Richmond, Va.— 
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decorative and the expressive display factors 
used to produce a display that presents a true 
picture of the merchandise. There is nothing 
used to detract attention. The display com- 
position builds up the merchandise picture, 
and it is the picture of the merchandise that 
receives customer comprehension. 


RETAIL DISPLAY 
Ray W. Parks 

Leavitt Stores Corp., 
Manchester, N. H. 

America’s Changing Displays have gone 
through too many changes in the past four- 
teen years, dating back to 1920. In a recent 
interview, Homer Saint Gaudens, director of 
Fine Arts for the Carnegie Institute, states, 
“The whole art situation is coming up for 
air and a little horse sense.” This is es- 
pecially applicable to the display trend of 
today. 

In Europe many years ago, Continental 
Displays originated and remained all these 
years, improving from time to time, while 
we in America have followed individual 
ideas, producing many displays of merit, but 
often reverting to over emphasis upon elab- 
orate backgrounds to which the merchandise 
displayed became by contrast, secondary. 

The progress toward Fine-Art, simplicity 
of line and effective presentation of mer- 
chandise, has at times appeared to be ex- 
tremely slow and backward, all the while our 
European competitors were forging ahead. 

It is my belief, Continental Display has 
found its place in America and will remain 
indefinitely, but . . . America will require 
one more year of preparatory schooling to 
master its fundamentals along definite lines. 
In 1936 America challenges for world lead- 
ership with American Continental Displays 
installed by its creators, with the one im- 
portant thought in mind—‘“Sale appealing 
windows.” 


RETAIL DISPLAY 
E. Dudley Pierce 

Sibley, Lindsay & Curr Co., 
Rochester, N. Y. 

When a displayman speaks of America’s 
Changing Displays he immediately thinks of 
Display’s 40-hour week under the N. R. A,, 
and with that thought in mind I think the 
following statement is probably one of the 
truest that has ever been stated in the cause 
of display. 

The code for the display profession or 
“window trimmers” as they choose to call us 
(meaning the code authority) has done more 
to tear down and destroy than it has done to 
improve display conditions. The very fact 
that display often goes begging insomuch as 
the advertising profession is concerned cer- 
tainly doesn’t elevate the status of display 
or the individual displayman. Display can- 
not be limited to a 40-hour week. With no 
allowances for emergency work display 
initiative is positively discouraged, and so far 
as perfection of display detail and finesse is 
concerned—something the display public has 
come to expect of America’s retail displays— 
perfection is impossible with controlled hours. 

Where a man is limited to an 8-hour day 
and the time for any certain day is just 
about to expire, and the displayman is in 
the midst of finishing a window presenta- 

[Continued on page 27} 
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DISPLAY MEN. 


Why not lower that budget figure by using your old 
carpet another year? 


RUG-NU can do that. 





RUG-NU can make that old carpet in your show win- 
dow or show rooms look like new no matter how dingy 
or undesirable the color. 


RUG-NU has done this for many of the largest firms of 


RUG-NU is a LIQUID DYE made in fourteen colors and 
any sample matched in color if sent in to the factory. 
It is put up in pint bottles, sufficient to dye a 9x12-foot 


rug or 108 square feet of carpeting. The price is now 
only $2.00 per bottle. 





A few of the large users of RUG-NU 


Hub Clothing Co., Chicago Dayton Co., Minneapolis 

Wolf Bros., Kansas City The Fair Store, Chicago 

Maurice L. Rothchilds & Co., Montgomery Ward & Co. 
Chicago & Minneapolis Sears Roebuck and Co. 


REG. U. S. PAT OFFICE 

















Beware of Imitations—Buy Direct from 


RUG-NU MANUFACTURING CO. 


Sole Makers and Distributors : 
533 Belden Avenue Chicago, Illinois | 


| 
the country. 
























The Fountain Air Brush | | Mouldings 


The Air Brush of the Particular Artist 





The Sign of Quality By 
Chrome Metal Mouldings SQQiya7T > 


- = ae for P 

window decoration and displays, signs, show- 

cards, etc., as well as for Sokerniotic’ interior 

decoration. Ask 1B ey of our new s with 

> FASTENER 

The World’s Standard Air Brush for No nails show through to mar the finish when 
Over 40 Years attached. This is a tremendous step ahead in 


B display mouldi 
Easy to handle and keep in order. aperecians. eS 








Send for Catalog No. 52D The 6. Spiro M ; Co., Dobbs Ferry, N. S 
THAYER & CHANDLER a ene ee wee ce FORTE 
910 W. Van Buren St. Chicago, IIl. Write fer details.” CL ee 
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—Display created 
by Clement Kief- 
fer, Jr., Display Di- 
rector, The Klein- 
hans Co., Buffalo, 
New York— 





Clement Kieffer, Jr. 





—Display created by Eric J. Ostrom, Display 
Director, Klopfenstein's, Seattle, Wash.— 





—Display created 
by Edw. J. Sher- 
man, Display Di- 
rector, Kennedy's, 
Boston, Mass.— 





Edw. J. Sherman 
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MAILING DISPLAYS, OR 
LEAVING DISPLAYS | 

WITH DEALERS HAVE A | 

SLIM CHANCE OF EVER 
SEEING DAYLIGHT 
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DISPLAY MATERIAL 


is 


WINDOW ADVERTISING 


only after it is 
PROPERLY INSTALLED 
in the dealer's 


SHOW WINDOW 


ea are many advertisers who are large purchasers of 
display material whom it would be impossible to classify 
as users of window advertising. The reason is that display 
material must be transformed into the finished display in the 
dealer's show window or store interior before it actually be- 
comes display advertising. Distribution of display material 
either by salesmen or carrier has and does result in enormous 


waste, for what good is this display material unless it finally 


delivers its message to prospective customers. 


quality and uniformity of installation on fixed schedules is pos- 


sible only through specialized companies properly staffed to 


render this service. 


To Eliminate Waste— 
For Adequate Results 


USE 
INSTALLED DISPLAYS 


January, 1935 
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WINDOW ADVERTISING. INC 


HE national advertiser has available today a national 

agency of associated independent, local display installa- 
tion companies blanketing the entire country, each properly 
organized and staffed to meet exacting requirements. A 
single installation contract will make available the services of 
one, several or all of these companies, insuring the execution 
of your display program in accordance with specifications and 
time schedules, truly CERTIFIED DISPLAYS. You get the 
finest workmanship, the best locations, full seven-day show- 
ings, at a cost that will make ‘the investment the most profit- 
able feature of your sales promotion plans. 


FOR FURTHER PARTICULARS WRITE TO 


WINDOW ADVERTISING, INC. 
& ASSOCIATES 


i175 FIFTH AVE... NEW YORK CITY 
COMPLETE LIST OF ASSOCIATES ON NEXT PAGE 
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REPUTABLE WINDOW DISPLAY 
INSTALLATION FIRMS. 





ALABAMA 

Pennington Scott Dis. Serv. 
716 North 19th St. 
Birmingham, Ala. 

Tri-State Display Service 
Press-Register Bldg. 
Mobile, Ala. 


ARIZONA 

Waghorn- -Whitson Dis. Serv. 
525 W. Monroe St. 

Phoenix, Ariz. 


ARKANSAS 

Perdue Display Service 
2700 Marshall St. 
Little Rock, Ark. 


CALIFORNIA 


Parmley Window Disp. Serv. 

1220 W. Pico St. 

Los Angeles, Calif. 

(Branches) 

746 State St. 
San Diego, Calif. 
160 Seventh Ave. 
San Francisco, Calif. 
2423 Ventura Ave. 
Fresno, Calif. 
9th and Castro Sts. 
Oakland, Calif. 
427 Tenth St. : 
Sacramento, Calif. 


COLORADO 

Denver Display Service 

333 Twenty-third St. 

Denver, Colo. 

Snyder Display Service 
1306 N. Linden Ave. 


Trinidad, Colo. 


CONNECTICUT 
United Display Corp. 
ranch) 
31 W. Water St. 
New Haven, Conn. 


DISTRICT OF COLUMBIA 
Service Window a Inc. 


631 Penn. Ave., 
Washington, D. C. 


FLORIDA 

Walker Distributing Company 
34 E. Union St. 

Jacksonville, Fla. 

Kendrick Display Service 
3710 Santiago St. 

Tampa, Fla. 


GEORGIA 

Virgil W. She 

21 Courtland, S. E. 
Atlanta, Ga. 
Fletcher Display Co. 
2473 McDowell St. 
Augusta, Ga. 

A. J. Coffee 

7 N. Arlington PI. 
Macon, Ga. 

G. L. Youmans 
1906 E. Henry St. 
Savannah, Ga. 


IDAHO 

Lawrence J. Hannifin 
11th and Main Sts. 
Boise, Idaho 

Ernest Mann 

217 N. Garfield Ave. 
Pocatello, Idaho 


ILLINOIS 

Fisher Display Service, Inc. 
560 Lake St. 

Chicago, Ill. 

Displaymor Window Service 
421 S. McKinley Ave. 
Harrisburg, III. 
Peoria Window Disp. 
908 S. Washington St. 
Peoria, III. 

Colpitts Advertising Service 
1018 Vermont St. 

Quincy, III. 

Grissinger Display Service 
1532 Jackson St 

Rockford, III. 


Service 


W. C. Henry 

519% Commercial Alley 
Springfield, Il. 

INDIANA 

Neumann’s Window Dis. Serv. 
305 Jefferson Ave. 

Evansville, Ind. 

Jos. I. Cotterill Adv. Service 
3325 Reed St. 

Ft. Wayne, Ind. 

Fisher Display Service 


Branch) 
4133 Jackson St. 
Gary, Ind. 


National Displays, Inc. 
201 Transportation Bldg. 
Indianapolis, Ind. 
Fisher Display Service 
Branch) 

810 Twenty-fifth St. 

South Bend, Ind. 
McAlpine Window Disp. Serv. 
1923 N. Seventh St. 

Terre Haute, Ind. 


IOWA 
Tri-City Window Disp. 
P. O. Box 153 
Davenport, Iowa 
Des Moines Win. Disp. Serv. 
Register and Tribune Bldg. 
Des Moines, Iowa 
Kenneth C. Finke 
621 Nebraska St. 
Sioux City, Iowa 
J. C. Henson Adv. Service 
329 Mulberry St. 
Waterloo, Iowa 
(Branch) 

c/o C. F. Wertz 

1616 C Ave.. East 

Cedar Rapids, Iowa 


KANSAS 


Sanders Display Service 
740 N aco 
Wichita, Kans. 
(Branch of Sanders) 
1013 W. 6th St. 
Topeka, Kans. 


KENTUCKY 

rt a Display Service 
415 W. Main St. 

Louisville, Ky. 


LOUISIANA 

Duke Art-Certising Service 
110 Pershing Place 

Monroe, La. 

J. F. Ricks Win. Disp. Serv. 
812 Carondolet St. 

New Orleans, La. 


Long Display Service 
218 Travis St. 
Shreveport, La. 


MAINE 


United Disp'ay Corp. 
(Branch) 
85 Market St. 
Portland, Me. 
MARYLAND 
Benj. Chas. Margolis 
26 S. Charles St. 
Baltimore, Md. 
Rileigh Window Disp. Serv. 
Branches) 
c/o Hagerstown Stor. & 
Trans., Hagerstown, Md. 
c/o Kvaluhn Transfer 
Cumberland. Md. 


MASSACHUSETTS 


United Display Corp. 

57 Bristol St. 

Boston, Mass. 

(Branches) 

272 Merrimack St. 
Lowell, Mass. 
15 Commercial St. 
Worchester, Mass. 
121 Lyman St. 
Springfield, Mass. 


MICHIGAN 


Wayne Services, Inc. 
438 E. Woodbridge St. 
Detroit, Mich. 


Serv. 


(Branches) 
c/o Y. M. 
Grand Rapids, “Mich. 
42 High St. 
Batt’e Creek, Mich. 
114 Mott St. 
Saginaw, Mich. 


MINNESOTA 

Johnson Display Service 

206 W. First St. 

Duluth, Minn. 

Northwestern Display Service 
26 Hennepin Ave. 
Minneapolis, Minn. 


MISSISSIPPI 

Capital Disp'ay & Adv. Serv. 
Capitol and Gallatin Sts. 
Jackson, Miss. 


MISSOURI 

N. J. Groves 

218 N. Wall St. 

Joplin, Mo. 

Bowman Designing Company 
3032 Main St. 

Kansas City, Mo. 

Campbell Display Service 
1954 N. ‘Boulevard 
Springfield, Mo. 

Sulley Window Display Serv. 
605 Hall St. 

St. Joseph, Mo. 

Western Display Service 
2732 Olive St. 

St. Louis, Mo. 


MONTANA 
R. G. Vogel 
68W. Broadway 
Butte, Mont. 


NEBRASKA 
Devidsen Display Serv., Inc. 
423 S. 11th St. 
Lincoln, Neb. 
(Branch of Davison) 
338 LeFlang Bldg. 
Omaha, Neb. 


NEVADA 


Gienn R. Cain 
1402 S. Virginia St. 
Reno, Nev. 


NEW HAMPSHIRE 


United Display Corp. 
Branch) 
344 Goffstown 
Manchester, N. H. 


NEW JERSEY 
New Jersey Display Service 
278 N. Day St. 
Orange, N. J. 
(Branch) 

c/o Earl F. Elmer 

965 Lalor St. 

Trenton, N. J. 


NEW MEXICO 


Duke City Display Service 
201 W. Central Ave. 
Albuquerque, N. M. 


NEW YORE 


Universal Window Disp. Bur. 
201 Front St. 
Binghamton, N. Y. 
Window-Craft Dis. Serv., Inc. 
376 Pearl St. 
Buffalo, N. Y. 
(Branches) 
165 St. Paul St. 
Rochester, N. Y. 
40 avowed St. 
Albany, N. Y. 
93 Chambers St. 
Newburgh, N. Y. 
518 S. Clinton St. 
Syracuse, N. Y. 
1011 Ney Ave. 
Utica, N. Y. 
Dis-play-well, Inc. 
23 E. 22nd St. 
New York City, N. Y. 
W. J. Myers 
R-1 Lake Ave. 
Saratoga Springs, N. Y. 


NORTH CAROLINA 
Southern Window Display 
Service & Sales, Inc. 
Rm. 809 First Natl. Bk. Bldg. 
Charlette, N. C. 
(Branches) 
13 Asheville Citizens Bldg. 
Asheville, N. C. 
Professional Bldg. 
Raleigh, N. C. 
108 Millikan Stafford Ar- 
cade Bldg., Greensboro 
(Att. D. A. Alexander) 


NORTH DAKOTA 
Merchants Dis. & Win. Serv. 
1105 7th St., North 

Fargo, N. D 


OHIO 


Peorenes Display Service 
9 Main St. 
Ohio 


C = Bhs sen My 
(Branch) 


Dayton Display Service 
4 Industries Bldg. 
Dayton, Ohio 
F. Altman & Son 
415 South Third St. 
Columbus, Ohio 
Wayne Services, Inc. 
ranches) 
1018 St. Clair Ave. 
Cleveland, Ohio 
332 Summit St. 
Toledo, Ohio 


OKLAHOMA 

Oklahoma Wind-O-Disp. Serv. 
1643 W. Main St. 

Oklahoma City, Okla. 

Art Window Display Service 
P. O. Box 1994 

Tulsa, Okla. 


OREGON 

Southern Oregon Disp. Serv. 
P. O. Box 1076 
Medford, Ore. 

Portland Window Dec. 
331 N. W. 15th Ave. 
Portland, Ore. 


PENNSYLVANIA 
Rileigh Window Display Serv. 
829 Anthracite Ave. 
Kingston, Pa. 
(Branches) 
1740 Penn. Ave. 
Allentown, Pa. 
c/o P. J. Hoffman 
1712 Wayne St. 
Harrisburg, Pa. 
120 Reading Ave. 
Shillington, Pa. 
c/o Filer’s Transfer 
Altoona, Pa. 
The S. J. Hanick Co. 
N. E. Cor. 11th and Wood Sts. 
Philadelphia, Pa. 
Pittsburgh Window-Craft Ser. 
333 E. Carson St. 
Pittsburgh, Pa. 


RHODE ISLAND 


United Display Corp. 
(Branch) 

933 N. Main St. 
Providence, R. I. 


SOUTH CAROLINA 
American Display Service 
118 Church St. 

Charleston, S. C. 

H. W. Waters 

109 Cateechee Ave. 
Greenville, S. C. 


SOUTH DAKOTA 
Kenneth C. Finke 
(Branch) 
724 N. Menlo 
Sioux Falls, S. D. 


TENNESSEE 


Hal Cady 
231 E. 11th St. 
Chattanooga, Tenn. 


Co. 


Knoxville Display Service 
515% Union Ave. 

Knoxville, Tenn. 

Memphis Window Disp. Serv. 
183 Vance Ave. 

Memphis, Tenn. 

Brinton Window Disp. Serv. 
423% Church St. 

Nashville, Tenn. 


TEXAS 


West Texas Display Service 
300 Grape St. 
Abilene, Tex. 
eo — Service 
P. O. Box 
Austin, Re 
Acme Display Service 
204 Lane St. 
Dallas, Tex. 
(Branch) 
c/o Ft. Worth Disp. Studie 
506-B Main St. 
Ft. Worth, Tex. 


Sun Display Service 
3709 Alameda Ave. 
El Paso, Tex. 


L. E. Clark Display Service 
1802 Harington St. 
Houston, Tex. 


Patrick Display Service 
212 Losoya St. 
San Antonio, Tex. 


Matthews Display Service 
. O. Box 392 
Wichita Falls, Tex. 


UTAH 

Reynolds Display Service 
403 E. 4th South St. 

Salt Lake City, Utah 


VERMONT 
Oscar Gaudreau 
45 Rose St. 
Burlington, Vt. 


VIRGINIA 


Mercer & Melcher 

205 W. Main St. 

Norfolk, Va. 

Robert Waitt 

523 E. Main St. 

Richmond, Va. 

Roanoke Window Disp. Serv. 
117 W. Campbell Ave. 
Roanoke, Va. 

Frank B. Holt Adv. & Disp. 
14 E. Beverley St. 

Staunton, Va. 


WASHINGTON 
Northwest Display Serv. Inc. 
115 Blanchard St. 
Seattle, Wash. 
(Branch) 

918 Commerce St. 

Tacoma, Wash. 
are Display Service 

O. Box 645 
the Ty Wash. 


WEST VIRGINIA 
Monte Little Company 
214 Ist Huntington Natl. 
Huntington, W. Va. 
Wharry’s Window Disp. Serv. 
15th Pl., bet. Market ve Chap- 
line, Wheeling, W. Va. 


WISCONSIN 

Stefan, Inc. 

506 N. Water St. 

Milwaukee, Wis. 

(Branch) 

c/o Thomas King 
548 W. Main St. 
Madison, Wis. 

Manke Window Disp. Serv. 

922 Avon St. 

La Crosse, Wis. 


WYOMING 

Sherwood Display Service 
1373 Sheridan Ave. 

Cody, Wyo. 


Arc. 
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RETAIL DISPLAY 


[Continued from page 21] 
tion, is the presentation completed as it 
should be? The answer is obvious, therefore, 
is the display manager or director to “pull” 
the display and restall it in a creditable man- 
ner? Or is the head of the display depart- 
ment to let matters ride? 

Will the code force the young displayman 
to place more consideration on “time” rather 
than “display?” Will the code kill display 
creativeness by placing it on the alter of 
manpower and production? Is display to 
progress by thinking “how much can I get 
out of display” rather than “how much can 
I put into display?” It is only by creative- 
ness that display can advance to the new 
levels that will prove progressive to the 
future of the profession. 


RETAIL DISPLAY 


Bruce Phenix 
K. Wolens Dept. Store, 
Corsicana, Texas. 

Almost overnight new innovations in dis- 
play methods are appearing. In the march 
towards greater display effectiveness, con- 
centration of merchandise and simplicity of 
presentations predominate and develop a 
central theme in each display. 

Well conceived displays carry the pros- 
pective customer from indecision to the pur- 
chasing point—all of which our past jumbled 
or over-decorated window displays could not 
accomplish. 

New fixtures, neat cards, pleasing unob- 
structive backgrounds, good lighting, neat 
trims and excellent ideas from America’s 
leading display journals have almost turned 
the trick. 





RETAIL DISPLAY 


J. Roy Requa 
Lit Brothers, 
Philadelphia, Pa. 

Just a few thoughts for America’s Chang- 
ing Displays: Men’s wear can be made just 
as exciting as women’s wear, and the Ameri- 
can display directors would do well in the 
new year to dramatize their men’s wear mer- 
chandise with more enthusiasm. . . . How 
many stores in America produce displays 
that literally stop sidewalk traffic? 

A few display ideas follow: After re- 
turning to Philadelphia from a trip abroad 
last year I had an entire series of window 
panels covered with about $2.00 worth of cool 
green tissue paper. The tissue paper was 
crinkled and covered with a lattice of 1 inch 
strips 9 inches apart—the strips were painted 
compoboard. This effect gave a very smart 
and inexpensive modern background for the 
display of white and pastel colored ready-to- 
wear. 

Quilting proved in high fashion last sum- 
mer in drapery material. We wanted some- 
thing entirely new, so we covered a series of 
old window panels with cotton batting, then 
stretched yellow cellophane over the cotton 
and punctured the surface at regular intervals 
with white upholstery tacks. The edges of 
the panels were bound with half-inch white 
cotton tape. 

We wanted a new idea to launch our 
August Furniture Sale windows, so we in- 
troduced a series of living pictures in the 
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rooms. For example we had an aquarium 
30 by 48 inches in size set into a big gold 
baroque frame in the wall of an Eighteenth 
Century Georgian living room. A modern 
dining room had an architectural white frame, 
also 30 by 48 inches, set in the wall. We put 
a pair of love birds and a pair of canaries 
in the cage. Vertical crystal rods, a half- 
inch apart, prevented the birds from flying 
into the room. To complete the composition, 
we used real flowers and foliage in the cages 
by placing a sheet of clear glass between the 
flowers and birds. 

The series of windows drew larger crowds 
to watch the fish and birds than we could 
have attracted by installing just ordinary 
furniture windows. Our traffic on the furni- 
ture floor and our volume of sales and num- 
ber of transactions were way ahead of our 
furniture sales the previous year—in cold 
type, 40 per cent. . It seems the public 
does react favorably to better merchandise 
when it is presented in a new and artistic 
manner. 


RETAIL DISPLAY 
A. J. Roeder 

The Wm. H. Block Co., 
Indianapolis, Ind. 

The construction of window backgrounds 
and displays have undergone a very de- 
cided change in the past six months. Win- 
dows are now more permanently constructed, 
much thought being given to architectural 
design, good workmanship and __ better 
materials. 

This new era has disposed of display sets 
that were heretofore made as inexpensively 
as possible. 

Windows constructed in this manner are 
very creditable to the art and workmanship 
of displaymen, and produce better sales 
results. 


RETAIL DISPLAY 
E. J. Sherman 

Kennedy's, 

Boston, Mass. 

The new year will find many changes in 
displays but these changes will be governed 
more by local conditions than anything else. 
In some parts of the country, the plainer 
the show, the more productive the results, 
and in other parts, the reverse is quite the 
proper thing. 

The fundamental principle of any success- 
ful display will continue to be, as it always 
has been: The timely showing of well- 
selected merchandise. This means that the 
closest harmony with the Publicity Depart- 
ment and Merchandise Department will be 
necessary to produce the best results. 

The most logical answer I can give you 
in regard to changes in displays is this: If 
your house is doing business and one of the 
elements that enter into that success is the 
type of display that has been developed by 
and for a certain concern, then do not make 
a radical change just because someone else 
does, but use the same idea in different ways 
and colors, different lay-outs and groups of 
merchandise, but stick to the successful 
principle that has proven satisfactory. 

There is no set rule for displays as: Half 
a scoop of merchandise, one-quarter glass of 
color, add a small amount of humor, motion, 
or education, shake well and serve with a 





27 








BY THE ORIGINATORS 
OF MOTION DISPLAYS 


TURNTABLE 


PERFECTION 


SIZES OF DISPLAY 
TURNTABLES TO FIT 
EVERY REQUIREMENT IN 
A. C. AND D. C. CURENT 






3 
Ri 


MODEL No. 25—FOR 
50-LB. LOADS 


Beautiful base of solid cast and polished 
aluminum. Size only 3%x7” with special 
slow speed mechanism that requires no at- 
tention. This machine is the finest on the 
market and very attractively priced. Special 
discounts for quantities. 


18” METAL TOP FOR 
No. 25 MACHINE 


Three standard sizes of metal tops with 
quick change message band holder. Standard 
size tops available up to 72” in diameter. 


HEAVY DUTY UNITS 


We manufacture the only complete line of 
turn-tables in the country with a _ load 
range from 50 to 6,000 pounds. Additional 
features found only in TURN IT DISPLAY 
units are special starting and _ stopping 
mechanism, electric outlets in revolving top 
for illuminating purposes. 


No. 200 unit—200 Ib. capacity 
No. 500 unit—500 Ib. capacity 
No. 6-a unit-—6000 Ib. capacity 


SPECIAL SUPERSTRUC- 
TURES AND ROTATING 
DEALER DISPLAYS 


Write us for information regarding this 
special service. Complete details as to dis- 
counts at no obligation. 


Machines Quiet and Jerkless 
in Operation 


TURN-IT-DISPLAYS 
511 So. 7th St. 


Minneapolis, Minn. 
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—Interior display 
created by J. A. 
Melbostad, Dis- 
play Director, 
Rhodes _ Brothers, 
Tacoma, Wash.— 
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J. A. Melbostad 





R. M. Martin 


—Display created by R. M. Martin, Display 
Director, Consolidated Gas Company, New 
York City— 





W. Gilbert Brown 


—Display created by W. Gilbert Brown, 
Display Director, Philadelphia Electric Com- 
pany, Philadelphia, Pa.— 
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merchandise message. But some, or all of 
these ingredients which have always been as- 
sociated with outstanding shows will appear 
in all of them next year—how much and 
where, will be at the discretion of the display 
manager. And to the display manager, I 
would say, “Measure well the ingredients. 
Don’t kill any one of them. Strive to work 
well and harmoniously with all your fellow 
executives because no matter how excellent 
a display manager may be, the old saying of 
‘Two heads are better than one,’ still holds 
good.” 

Join the I. A. D. M. and loyally support 
the only organization that really has the best 
interest of our profession at heart. They 
have done much and will continue to serve 
displays and display managers as they alone 
can. 

I do not believe that the surface of display 
work has been scratched. I made this state- 
ment several years ago and was laughed at. 
At that time the only people who were in- 
terested in display work were the merchants 
themselves and the display managers who 
worked for them. As the merchant gradually 
learned how valuable displays were, and the 
standard continued to improve, the manu- 
facturers of certain lines became interested 
until today they not only favor and aid the 
merchants with their displays but spend vast 
sums of money for traveling displays of their 
own products. 

Even banks avail themselves of window 
displays today. Manufacturers in every line 
of merchandise from cigarettes to household 
necessities avail themselves of this valuable 
means of sales promotion and I feel that it 
will only be a short time before the basic 
industries of the country, meaning the wool 
producers, the cotton producers, even the 
steel industry, will avail themselves of the 
wonderful educational features so far as the 
public is concerned, which they may have 
at a very low cost to show why their 
products are the best in the finished product 
at the point of sale. 

Every day some displayman discovers a 
new angle in display work, one that helps 
everybody from the manufacturer of the raw 
product itself, all the way through to the 
retailer, and 1 know of no profession where 
these developments are associated closer or 
improved on more rapidly than in the display 
profession. 

I have no idea as to how much further 
display work will go, but I believe that 
within a few years it will truly be recognized 
by both manufacturer and retailer to be the 
most product've and least expensive sales- 
_ producing factor in the entire chain of op- 
erations from the raw product to the point 
of sale. 


RETAIL DISPLAY 
J. Marion Smith 

W. B. McClurkan & Co., 
Wichita Falls, Texas. 

A dog can run into the woods in the same 
direction so far until he runs out again— 
so ended the depression. But with depres- 
sion we have learned many things. Window 
men have been forced to make the best of 
meagre budgets. Instead of highly decorated 
backgrounds, windows have become a place 
where merchandise is dramatized. Panels, 
whatnots and lettering on backgrounds that 


Inc., 
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stand out as billboards because window 
shoppers no longer stroll along the sidewalk 
and look at windows. They shop in their 
cars; therefore, windows must tell their 
story pla nly, simply and quickly. 


RETAIL DISPLAY 
John Roy. Stewart 
Barker Bros., 

Los Angeles, Calif. 

Displaymen today are recognized as mer- 
chandising artists. And, if we can give less 
thought to our backgrounds, that is simpler 
backgrounds, and more thought to the forcing 
up of merchandise, we shall arrive at desti- 
nations that have no limits. Our thoughts 
should be, not smart windows, but smart 
merchandise. 

I think that with our displays at Barker 
Bros., the keeping of windows and our room 
settings throughout the store with the atmo- 
sphere of a real, livable room that reflects 
the trend of the day, is our objective. 


RETAIL DISPLAY 
Glee R. Stocker 

The Wohl Shoe Co., 

St. Louis, Mo. 

It is very evident that window display ad- 
vertising is rapidly climbing to a place where 
it will be rightly recognized as on a par 
with or, as to be more effective in most cases, 
than is newspaper advertising or, in fact, any 
other advertising media. 

Because of this recognition the various 
budgets for display advertising will, natural- 
ly, be increased. These increased budgets 
will be the cause of more research, more 
checking of results and will also encourage 
every display director to develop display ad- 
vertising that will produce better results. 











RETAIL DISPLAY 


James Styles 
The Hecht Co., 
Washington, D. C. 

Display. Just what does this word mean? 
According to the dictionary it is “to make 
magnificent or conspicuous; to parade; to 
open, to unfold, explore; bringing to view 
or to mind; ostentatious show.” There are 
several meanings you'll notice and it’s inter- 
esting to find the one that best applies to 
display as used in modern business today. 

Undoubtedly the first meaning was that 
accepted in business some years ago. Expen- 
sive, imported backgrounds, elaborate decora- 
tions and gimcracks were considered the sole 
requirements in order to make the mer- 
chandise “magnificent and conspicuous—to 
parade” it. But that wasn’t enough. It 
didn’t sell goods. But that’s no reason for 
discarding the dictionary. Go on _ further 
and we read “bringing to view or mind.” 

The displayman who follows this advice, 
has his foot in the right direction. When a 
woman sees an ad in a newspaper, likes the 
thing advertised, goes to the trouble of com- 
ing down to the store and into the depart- 
ment where the article is sold. I believe 
that she should be able to find what she 


came in for. I believe it’s the display- 
man’s job to see that the thing she 
came for, rushes out to meet her. I 


“spot-light” the things 
newspapers. It _ isn’t 


make it a practice to 
advertised in the 
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THE NEW 


BRISCHOGRAPH 








ONLY ae 
SD » Poster Artists, Sign Men, 
Displaymen, Cardwriters, 


F. 0. B. Designers, Outdoor Plants 
@ Place photo, magazine, sketch, etc., regard- 
less of size. UNDER THE BRISCHOGRAPH. 
Project to desired size in clear, perfectly de- 
fined detail and natural colors. Copy what you 
see with pencil, pen or brush. Reading matter 
from left to right as original. Covers 7 x 7 
inches of picture AT ONE TIME. Life-size 
projection within ten feet from screen. The 
BRISCHOGRAPH comes complete with lamps 
and with two 4” lenses. 

IMMEDIATE DELIVERY 
SALES POLICY since 1926. Send money order. 
Try it for ten days. Money back upon receipt 
of Brischograph. To rated firms, upon their 
order. Or send for circular. 


The BRISCHOGRAPH Co. 


Established 1926 


92 East Lakeview Ave., Columbus, Ohio 
Dealers in the States, Canada, England, China 
E. Johannesburg, S. Africa 

a 











No. 500—Sympathetic Pair 
Left and Right Face 
Size—9Y% inches by 6 inches 


MODERN DECORATIONS 
WITH CHARACTER 


No. 300—Satyr and Nymph Pair—In Unbreak- 
able Metal. Assorted plated finishes. 

No. 900—Modern Classic Male and Female. 

No. 500—Sonhisticated Female Pair—Nos. 900 and 
500 of hardened composition. Hand painted 
on highly lacquered surface. In assorted 
color combinations. 


Dz. Pcs. $18.00. Send for Sample Assortment 


ALEXANDER BACKER CO. 


258 Fifth Avenue New York 








MODERN DIE-CUT DISPLAY LETTERS 


PERFECTLY CUT OF 


CORK, FELT or GUMMED PAPER 
6 Desirable Styles—18 Sizes—in Many Colors. 
Stencil Board Letter Patterns. 

Felt Letter Show Card Kits. 
Write for Descriptive Circulars 
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a FOR THE WOMAN WHO wants ~7 ripe ty 
Robertsons ya Disinckion,/ robertson’ 
af rds ae it es BaD FASHION 
ed HOPS —Display created 


by Robert C. Bow- 
ers, Display Di- 
rector, Robertson 
Brothers Depart- 
ment Store, South 


Bend, Ind.— 


Sonera 


ORIN so 








Robert C. Bowers 


—Display created 
by Glee R. Stock- 
er, Display Direc- 
tor, Wohl Shoe 
Company, St. 
Louis, Mo.— 





Glee R. Stocker 





—Display created 
by Rollin Trum- 
bull, Jr., display 
staff, Charles F. 
Berg, Inc., Port- 
land, Ore.— 





Rollin Trumbull, Jr. 





—Display created 
by Vernon D. Na- 
den, Display Di- 
rector, Zion De- 
partment Store, 
Zion, Ill— 
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enough to paste up proofs of the ad that 
brought her in—she has seen that. She sees 
the article advertised when she answers our 
ads and we dramatize it with a little compo- 
board and paint. This makes her think she 
wasn’t wrong in answering the advertisement. 
It’s a simple thing to arrange a display “tie- 
up” . . . but Pll venture to say that more 
ads flop because the displayman fell down 
than because the advertising department did. 

No store, be it ever so large, advertises 
so many items that the displayman cannot 
have all advertised articles bowing and 
smiling when the doors open next morning. 
A well organized staff, with a definite group 
of departments assigned to each man, is half 
the job done. Make each man feel re- 
sponsible for the advertised articles in his 
department. No other form of display work 
gives such tangible results, and when you 
can show “proof of the pudding” you have 
a job well done. 


RETAIL DISPLAY 


George H. Wagner 
George B. Peck Co., 
Kansas City, Mo. 

At the moment, our ever-changing mode 
of display takes its cue from the Neo- 
Classic Vogue. Dignity of design, delicacy 
of color, well balanced lines and simplicity of 
ornamentation characterize this school of 
display. Classically simple backgrounds in 
eggshell or delicate flower shades are spar- 
ingly ornamented with metal, posted or 
black glass, and indirectly lighted from un- 
usual places. 

These backgrounds are negative in them- 
selves and merely advance the purpose of the 
display to sell goods. The displayman, with 
a flare for selling, makes the most char- 
acteristic point of his merchandise, the win- 
dow theme and dramatizes it so forcefully 
the shopper is induced to buy. 

Dignity and simplicity of background, a 
sales-creating merchandise theme and orderly 
presentation of the merchandise, typify the 
display that is an asset to modern mer- 
chandising. 


RETAIL DISPLAY 


Harry M. Toner 
Burden's, Inc., 
Jamaica, N. Y. 

The application in recent years of adver- 
tising principles as a basis from which stim- 
ulating window presentations can and do 
emanate, is indicative of a keener perception 
of display possibilities. By the same token, 
the display director desirous of performing 
a better job, must, to continue, acquaint him- 
self with these essentials. 

The line of demarcation existing between 
newspaper advertising and window display, 
from a creative source, is, to my way of 
reasoning, hardly visible. 

Let’s clarify this statement. If we were 
to view our window as so much white space 
ready for treatment I believe my point be- 
comes discernible. First we are confronted 
with the necessity of an idea, then follows 
layout. After these two hurdles are over- 
come suitable copy is required and we’re on 
our way. 

The processes of reasoning resorted to in 
both instances are identical. The distinct 
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advantages the display creator falls heir to 
are, (1) Dealing with actual third dimen- 
sion, while our ad man has to accept per- 
spective drawings; (2) color replaces line, 
wash, bendays and photography, and (3) 
lighting effects. 

Aside from these aids to dramatization, 
and they are, obviously, decisive factors, the 
business of creating attention arresting, pro- 
ductive presentations can best be accom- 
plished by the intelligent use of the ad man’s 
best weapons, layout, illustration and copy, 
dramatized. 


RETAIL DISPLAY 

L. E. Summerton 

Wm. R. Moore Dry Goods Co., 
Memphis, Tenn. 

Modern times demand modern methods 
in merchandise presentation. The heavy 
mixed trim of yesterday is gone, simplicity 
in presentation, concentration on a single idea 
and harmony between the display and the 
merchandise presented is the keynote of to- 
day’s display. 

The haphazard display of yesterday is no 
more. Careful thought, design and effort 
make up the modern displays, the success- 
ful displayman of today must be an expert 
psychologist. A display is no better than the 
amount of thought and effort put into it. 





RETAIL DISPLAY 
Rollin Trumbull, Jr. 
Charles F. Berg, Inc., 
Portland, Oregon. 

The change in design and execution tech- 
nique of American display is evident on 
every hand and is daily demanding more at- 
tention and study by those who would be 
abreast of the times in display. The causes 
for this rather sudden and drastic change 
in our conservative American “display art” 
can only be speculative. However, these 
changes can be called the “new deal’ in dis- 
play. People—buyers, customers, store own- 
ers, artists, displaymen, card writers, poster 
artists, architects and any one who looks at, 
or in any way has a thing to do with the 
execution of design is tired of “flubdubbery” 
and at present has only one idea in mind— 
simplicity. We are all tired of superfluous 
decoration. This fact is very evident in the 
design of everything we see and use today 
that has been made or designed in the last 
five to ten years. 

Why all this sudden tiring of all that we 
have known for 150 years? Simply this: 
The lives of American people have became 
so complicated in the last twenty years, as 
far as everyday living is concerned, that 
something had to change in the other direc- 
tion to balance the scale of life. The old 
adage “all work and no play” applies in some 
degree here, inasmuch as all complication 
and no relief would soon drive people to 
relief in other and dangerous ways. 

European countries have preceeded us in 
this simplification of art by means of this 
so-called Continental art, merely because 
they have had their complications longer 
than we have and their people’s minds have 
an inherited desire and liking for plain and 
simple things. 

So we have on one side machinery, com- 
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MOTION 


CATCHES THE EYE 
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DISPLAY YOUR MERCHANDISE 


on an 


ELECTRIC WINDOW SALESMAN 


Driven by a Universal Motor for use on 1|10-volf, 
AC or DC current... no change or resistor 
necessary. A real motor... nota toy... no 
trick mechanism. 
Just plug it in. Carries 100 Ibs. 
A reputation for reliability 
based on 15 years of service 


A price agreeable to your advertising budget 





Made and Sold By 


Electric Window Salesman Co. 
29 Nashua St. Woburn, Mass. 











Put More Selling Power 
Into Your Displays 
—With Kling-Tite 

NEATER! More attractive! 


tackheads showing. Only a staple, 
almost invisible, with its two tack-points driven 


No_ unsightly 


evenly, swiftly into displays, backgrounds, 
cards, etc. That’s the Kling-Tite way! Auto- 
matically—with one hand—one hand free—it 
drives staples, 1/4” or 3/16”, fast as you grip. 
Uses tack-point, flat surface, Kling-Tite staples. 
Holds 140 staples per loading. Use this modern 
way ... faster, better! 


Ask for Folder 
and details today! 


A. L. HANSEN MFG. CO. 
5041 Ravenswood Ave., 
CHICAGO, ILL. 
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Edwin F. Peters 


—Display created by Edwin F. Peters, Dis- 
play Director, Hess & Culbertson, St. Louis, 
Missouri— 








—Display created by James H. Everetts, Dis- 
play Director, The M. L. Parker Company, 
Davenport, lowa— 
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J. Marion Smith 


_— 


—Display created by J. Marion Smith, Dis- 


play Director, W. B. McClurkan & Co., Inc., 
Wichita Falls, Texsa— 
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The Passing Years... 









WINDOW DISPLAY 
INSTALLATION SERVICE 


constantly add to the experience which this organi- 





zation has to offer its advertising clients, giving even 
greater assurance of top service in the execution 


of window display installation orders. 


LEADERSHIP IN THE CHICAGO MARKET 






by the closest adherence to the highest stand- 
FISHER SERVICE is a guar- 


antee of dependable and effective installations. 


ards of service. 


FISHER 


has been won on merit and will be maintained 







WINDOW BISPLAY 
INSTALLATION SERVICE 





DISPLAY SERVICE, INC. 
060 W. Lake S8t.. Chicago 





plications, and heavy thinking, and on the 
other side a change in art, home decoration, 
display design, architecture, etc., to a sim- 
plified, more restful and less irritating state, 
in order that our minds may have rest from 
the continual muddle the inventions of the 
past fifty years have put us in. 


Display design is an art, and naturally de- 
signers should and would follow the con- 
temporary art in other lines. It hurts to 
think of it sometimes, but we ourselves are 
descendants of Europeans—we look to Europe 
for designs in architecture, machinery, and 
clothing—fashions, literature and learning, so 
it is only natural that we should look to 
them for art. Thus the Continentalization of 
American display. 


RETAIL DISPLAY 
Lothar F. Dittmar 
D. M. Read Co., 
Bridgeport, Conn. 


“Anything that’s worth doing is worth do- 
ing well.” I forget just who said it, but I 
do know who’s doing it; it’s those who were 
determined in 1933 that 1934 was going to be 
better than 1933. 


Handicaps are universal. It matters little 
whether it rains in Chicago one full week 
while in New York they are enjoying sun- 
shine. One week is only one fifty-second of 
the whole year, which leaves fifty-one weeks 
in which to catch us. Therefore, handicaps 
are really a challenge, in which the par- 


ticipants seek to gain that which has tem- 
porarily been lost. 

Trade journals are again showing signs of 
improvement. Pictures printed in their pages 
show new store fronts, new backgrounds, 
new interiors. Stores are ordering these 
changes and certainly someone is responsible 
in each instance for the changes being made. 

In our own organization we are happy to 
look back one year and point with pride to 
any number of major improvements, all con- 
ceived and enacted in 1934. The success of 
these improvements has naturally had the 
desired effect upon the officers of the com- 
pany and in turn promoted them to look to 
1935 for continuance of these improvements. 

Nothing can stop 1935 from being a bigger 
and better year for the retail stores of this 
country. Overcome your handicaps by do- 
ing your very best—not in words, but in 
actions. Surprise yourself this coming year 
by doing each job as well as it can possibly 
be done. You be the judge—be fair—and 
let’s hear what you have to say this time 
next year. 


RETAIL DISPLAY 
B. J. Alexander 

Fowler, Dick & Walker Co., 
Binghamton, N. Y. 

The “New Deal” in display means sim- 
plicity, good taste and originality. It is in- 
deed a far cry from the ornate, over-elaborate, 
too-bulky displays of the past. 

Display today is a higher-type of salesman 
than ever before. To keep pace with the 


ever-changing technique of good display re- 
quires intensive study, more thought, more 
planning, more effort. Let’s look ahead to 
1935 with the determination to make our dis- 
plays better than ever, so that they may de 
a bigger job than ever. 





Calvin Joins Modern 
Art Studios 

E. W. Calvin, of E. W. Calvin, Inc., has 
joined Modern Art Studios, Inc., Chicago, 
and has been elected vice-president and treas- 
urer. F, A. Rosebrook is president, and H. 
H. Rosebrook is secretary. The company 
will maintain offices in New York, Chicago 
and San Diego. L. W. Hovey has retired 
from Modern Art Studios. 





Siegel Opens Show Room 
In New York 

Nat Siegel, known throughout the display 
profession for many years in a traveling ca- 
pacity with display fixture concerns and for 
himself, has opened large quarters with a dis- 
tinctive line of fixtures and novelties at 38 
West Thirty-eighth street, New York City. 





Smiley In Accident 

O. E. Smiley, Smiley & Hier, Chicago, suf- 
fered a broken leg on Christmas eve when 
homeward bound with his partner, Hier. Both 
Smiley and Hier alighted from their car to 
assist another motorist who was in trouble, 
when the other car came along through the 
heavy snow storm and made Smiley its victim. 
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—Display created 
by E. Dudley 
Pierce, Display Di- 
rector, Sibley, 
Lindsay & Curr 
Company, Roches- 
ter, N. Y.— 





E. Dudley Pierce 


—Display created by J. Roy Requa, Dis- 
play Director, Lit Brothers, Philadelphia, 
Pennsylvania— 


—Display created 
by S. Blum, Dis- 
play Director, 
Bloomingdale's, 
New York City— 


—Interior display 
created by Frank 
Fiala, Display Di- 
rector, Goldstein 
Chapman's, 
Omaha, Neb.— 





S. Blum 





Frank Fiala 
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Spring Display Unit 


made of Corobuff for 
Interiors and Windows 


Here is a complete display unit, sturdy and attractive, that 
every merchant can afford. Beautiful color scheme—Apple 
Green and Ivory Circle; Violet, Apricot, Powder Blue Pillars; 
Silver Caps; Apple Blossom Spray. Just right for Spring and 
Summer displays. 


Shipped ready-cut, knocked down 
flat, easy and quick to assemble and 4 50 
install, size approximately 48”x48”, 4 

all complete for only............ 


COROCAPS -- 


PEDESTAL DISPLAY SETS 


Write for new, low prices on circle and rectangle Corobuff 
pedestal units. Sturdy and practical. You should always have 
an adequate supply on hand. Circular and catalog on request. 





Display Paper Products Co. 


560 West Lake Street —s - - Chicago, Ill. 





When Southern Suns Are 


TOPICAL 


Your Displays Must Be 


TROPICAL 


At this season of the year when northerners 
migrate to southern climes, resort and sports 
wear become the seasonal promotional problem. 


And naturally hosiery is an essential of the ade- 
quate wardrobe. To include hosiery in your 
southern displays is a simple matter when 


FAIRY FORMS are used as the display medium. 


Order from your Jobber or 
write direct for full information. 


Fain OVINS 





Shoe Form Co., Inc., Auburn, N. Y. 
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—Display created 
by Leroy W. Fry- 
man for Mearick- 
Ames, Inc., Day- 
ton, Ohio— 





aie 
iY yOu THRU THE 


> Leroy W. Fryman 





—Display created 
by Bruce Phenix, 
Display Director, 
K. Wolens Dept. 
Store, Corsicana, 
Texas— 





Bruce Phenix 
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—Display created 
by A. J. Roeder, 
Display Director, 
The Wm. H. Block 
Co., Indianapolis, 
Indiana— 





A. J. Roeder 
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[Continued from page 9] 


RETAILERS 

F. M. Mayfield 
Scruggs-Vandervoort-Barney, 
St. Louis, Mo. 

Everyone, I think, who is interested in re- 
tailing is glad to see that displaymen are be- 
coming more conscious of their importance 
to the business as a whole. It is impossible 
to trace with accuracy the direct selling re- 
sults of a good display. 

Certainly, however, a good display makes 
a store more attractive, reflects its character 
to the public, and immeasurably adds to its 
direct results by producing sales. 


RETAILERS 
M. M. Murphy 
The Fair, 
Chicago, Ill. 

Window display, to be most effective, 
should really tie in with the general adver- 
tising theme a store is sponsoring for the 
month. Yet very few stores seem to do this, 
regardless of whether window display is 
under the jurisdiction of the merchandising 
division, as a few stores that are “die-hards” 
still insist it should be, or whether it is 
rightfully placed under the sales promotion 
division, it is still apparent that windows are 
“afterthoughts.” 

I do not mean to infer that a lot of atten- 
tion is not given to them. The display man- 
ager does his best sometimes against big 
odds, but is is evident that the windows were 
not planned as an integral part of the gen- 
eral sales promotion scheme. It is my feel- 
ing the windows should be considered as 
another advertising medium, just as direct 
mail, outdoor advertising, radio, and the 
theme for the month that motivates adver- 
tising presentation in these media should 
underlie the window display. 

The public will read such a theme in the 
newspapers, see it on billboards, hear it 
on the radio, receive it in their mail and, 
finally, when they reach downtown, they are 
impressed beyond doubt that here is the 
store where the theme in question is para- 
mount. They may contemplate passing the 
store, but if they have been interested at all 
by the theme, their progress is arrested and 
the windows are the final argument that 
makes them turn their steps into the store 
instead of past it. Windows should never 
be the “fifth wheel.” 


RETAILERS 

F. McL. Radford 
The Bon Marche, 
Seattle, Washington. 

The one outstanding development of win- 
dow displays during the current year as I 
see the picture, has been their increased 
value as a means of selling the higher grades 
of merchandise. 

During the great depression stores in their 
struggle to maintain volume traded down 
considerably on their newspaper advertising 
and this has resulted in people ceasing to 
consult current advertising when they want 
better merchandise. 

With the passing of the depression and 
with the demand for the higher grades in- 
creasing the customer still feels that the 
newspaper advertisement does not give her 
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Winning Favor With Merchants and Displaymen Everywhere — 


Conn MOLD 


That New, Wide Wale Corrugated Paper 


RICH, ATTRACTIVE, DURABLE---IN COLORS 
The Modern Inexpensive Display Material 





Conforms to advanced ideas in decorating 
store interiors, display windows, display fix- 
tures, screens, panels, backgrounds, pillars 
and general diplay. 


Because of its flexibility, remarkable blunt 
corrugation, brilliant colors, attractive tint 
shadings, finished —— combined with its 
durable quality, it is cal 

play decorations. 


Colors $4.85 
48 Inches Wide and 25 Feet Long 


Samples and Sketches Free 
Mutual Sales & Mfg. Co. 


2152-60 Superior Avenue 
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ed the "hit" of dis- 


White $3.60 


New Low Prices 


Cleveland, Ohio 




















FELT 


PRACTICAL 
ErFEC TIES 
ECONOMICAL 


the display profession’s preferred 
DISPLAY MATERIAL 


Unexcelled for background coverings, floor 
coverings, ensemble panels, poster panels, 
cutout letters and applique effects, etc. 


Send for Color Chart 
There are over 90 colors carried in stock. 


Our New Illustrated Free Book 


“THE USE <= FELT IN THE 
SHOW WINDOW 


Gladly Mailed You on Request 


WESTERN FELT WORKS 
Main Office and Mill 
4131 Ogden Ave. Chicago, Ill. 
BRANCHES AND STOCKS CARRIED 


42-44 East 20th St. New York 
725 So. Los Angeles St. Los Angeles 

1239 Howard Street San Francisco 

203 Lowman Bldg. Seattle 








STIMULATE SALES WITH 


LLEXVA C7/UN 


*MOTORIZED 
REDUCTION UNITS 


AND REVOLVING MECHANISMS “ 








ee 


A NEW MOTION UNIT 
FOR DISPLAYS THAT 
CARRIES ITS OWN 
POWER PLANT.... 


No outside wiring. Displays placed 


wherever desired. 


Operates 400 to 600 hours on one dry 
cell bell battery. Battery easily re- 
placed at electrical stores. 


No complicated mechanism. Easily 
attached to almost any interior or 
window display. 


National advertisers successfully 
operating thousands of these units. 


In quantity, large lithograph motion 
displays cost less than $5.00 each. 


Discounts on quantity orders. 
unit $5.00. 


Manufactured by the 


FRANCIS-LINCOLN COMPANY 
222 Market St. Newark, N. J. 
Established 1921. 


Sample 








DECORATIVE MOULDINGS 
Metal Covered—Wood—Foil 
Chrome nee ae 
Channels and P Tames 
Also DISPLAY SUPPLIES for 
Window Trimmers, Stores and 
Exhibition Booth Displays 


DISPLAY SUPPLIES CO. 
1133 Broadway New York City 
Catalog on Request 
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“HOWLANDS 





a) 


\ AE Tene MEN RS 





—Display created 

by James Styles, 

Display Director, 

The Hecht Com- 

pany, Washington, 
D. C 


—Display created 
by Elwood A. 
Coombs, Display 
Director, Porter's, 
New Orleans, 
Lovisiana— 


—Display created 
by E. E. O'Donnel, 
Display Director, 
Sisson Brothers- 
Welden Company, 
Binghamton, New 
York— 


—Display created 
by Arthur J. Har- 
per, Display Di- 
rector, The How- 
land Dry Goods 
Company, Bridge- 
port, Conn.— 
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James Styles 





Elwood A. Coombs 





E. E. O'Donnell 





Arthur J. Harper 
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the fashion news she wishes, thus leaving 
the burden of seiling the better goods to 
window displays and direct mail. This gives 
the display manager a much bigger oppor- 
tunity for better windows and greater ar- 
tistry, if he can rise to the occasion—and I 
think he can—better and more attractive 
window displays should be the result. 





RETAILERS 


Edmund F. O'Connell 
E. T. Slattery Co., 
Boston, Mass. 

We give the highest valuation to the sell- 
ing power of our windows; greater per dol- 
lar, in fact, than any other form of adver- 
tising. We have found that it pays to have 
the best fixtures, both in window and inte- 
rior display, and to employ the best artist 
we can find to direct their decoration. 

One cardinal principle we hold to in plan- 
ning our windows: we try always to put our 
best foot first, using our windows to promote 
our newest and best merchandise, not for the 
purpose of moving markdowns. 

Practically the entire decoration of our 
store changes with each season, the color 
scheme harmonizing with the prevailing 
shades in fashion at the time. It pays. 





RETAILERS 
H. F. Wendel 
Lipman Wolfe & Co., 
Portland, Oregon. 

A store’s triple threat: Sales force, adver- 
tising, display. 

No room for window trimmers here, but 
rather, “Show-sellers !” 

In other words, let displaymen regard 
themselves properly—as one of the most 
important selling agencies in the store. 


RETAILERS 

G. R. Schaeffer 
Marshall Field & Co., 
Chicago, Ill. 

The importance attached to display is best 
evidenced by the emphasis which we place 
on it in our merchandising operations. For 
many years, we have taken pride and I 
think, pardonable pride, in the displays used 
in our windows. In fact, I think it may be 
said that Marshall Field & Company is fa- 
mous for these window displays. 

In the field of display within the store you 
will be interested in the competitions held, 
in recent years, for the best interior mer- 
chandise displays arranged by the individual 
sections. While they have had, whenever 
desired, the assistance and advice of the dis- 
play manager’s staff, the brunt of the respon- 
sibility falls on the personnel of the section. 
Many interesting and valuable displays have 
been the result of these competitions. 

Not only time and effort but also consid- 
erable money is expended on the display of 
merchandise throughout the store. Some- 
one has said, “Merchandise well displayed is 
half sold.” We heartily concur in that be- 
lief. 

The Century of Progress has probably be- 
gun a new epoch in the field of display, par- 
ticularly in the various uses of light. We 
look forward to extraordinarily interesting 
advances in the art of display aided by these 
improvements. 
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| Modernize Your Displays 


with the Brilliant 


BLACK MAGIC 
DISPLAY UNIT 


A transparent display that emphasizes 
and dramatizes the merchandise. Con- 
sists of 9 pieces of brilliant, clear glass 
with 16 assorted wood bases which 
enable the display man to construct an 
unlimited variety of set-ups for all 
types of merchandise. The BLACK 
MAGIC is not just ONE display! You 
can create over 100 different display 
fixtures with it. At this 

remarkably low cost it is $ 75 
the most economical and 
versatile fixture in the 
market. Order a sample 
today! 


Hooker Glass & Paint Mfg. Co. 
653 Washington Blvd., Chicago 


F. O. B. 
Chicago 











Sizes 
6 ft.x 6 ft.. 
6 ft.x 9 ft. 
6 ft. x 12 ft 








Regular Mat, 3x6—Price $2.75 
Price 
-$ 6.00 each 
_.....$ 9.00 each 
seat ret $12.00 each 


Special sizes made to order. 


Ready 
For You! 


The Aristocrat 
Grass Mat 


New Beauty—Rich, Tru- 

Green—Firmer Pile, Fire 

Proof—Finer Grass Blades 
and Faster-To-Light 


Made from the finest 
grade raffia 


Closely woven grass blades 
that are smooth and luxurious 


as nature's own lawn. 


2152-60 SUPERIOR AVE. 


MUTUAL SALES & MFG. CO., cLevetanp, onIo 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wlsconsin 7-4887 





S. & H. HESSENBERG, Inc. 


Selling Agents and Converters 
COTTON FABRICS 
RAYON FABRICS 


For Display Samples on 
Purposes Request 


74 Franklin St. New York, N. Y. 

















GLASS SILK (SPUN GLASS) 
Imitation Snow 
Pure White—Fireproof—For Window Display 
and Decorative Purposes—Manufactured by 
FRIEDRICH & DIMMOCK 
7 EAST 42nd ST. NEW YORK 
Telephone: Murray Hill 2-4235 








Factory: Millville, N. J. Distributors Wanted 


Convention Exhibits Miniature Models 


MECHANICAL DISPLAYS designed and 
built to meet your individual needs. Write 
for information. 


United Display Service, Inc. 
440 S. Dearborn St. Chicago 
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RETAILERS 
Harry B. Winsor 
Wm. Taylor Son & Co., 
Cleveland, Ohio. 

Effective display was one of the principal 
reasons for the half million dollar remodel- 
ing project recently completed by Wm. Tay- 
lor Son & Co., Cleveland. With this idea 
being emphasized throughout the store, it 
was necessary to have unusual display win- 
dows to fit in with the modern theme. 

Unique window backgrounds were de- 
signed and created especially for the “New 
Taylor’s” and were first shown to the public 
in the opening on September 29, 1934. 

Borrowing some of the art of scenic back- 
ground from the theater, the new Taylor 
windows have changeable panels of different 
colors that may be set in different positions. 
Thus, the merchandise which is exhibited 
is presented in a setting that is modern in 
line and harmonious in color. 

Increased illumination makes the new 
Taylor windows brilliant spots on Euclid 
Avenue. This combination of modern de- 
sign, pleasing color and brilliant illlmination 
combine to make Taylor’s windows an im- 
portant feature of the advertising program. 


RETAILERS 
Mercedes DoBell 
Rothschild Bros., 
Ithaca, N. Y. 

To attract attention today displays must 
be dramatic and vibrant with action. In 
this fast-moving age, so packed with self- 
engrossed people, displays must be arrest- 
ing—they must give ideas as well as show 
merchandise. As I see it there are two ways 
of being dramatic—(1) by mass display; 
that is, showing a number of the same article 
in parade line or some other interesting 
manner, as a parade of lounge chairs each 
in exactly the same position or a mass of 
bags cleverly mounted. (2) By giving ideas 
that show the merchandise in use. For ex- 
ample, a natural, home-like room or group, 
emphasizing the new color scheme or a new 
idea in arrangement, will stand more than 
double the chance of attracting attention 
and buyer interest than a display that shows 
just a series of pieces of furniture with no 
relation to each other. 

Simplicity is another important thing to 
strive for in all displays. People are no 
longer attracted by the furbelows that were 
once considered an essential to beauty. 

If a window or a display can simply tell 
one and only one story in a direct and beau- 
tiful way it has every chance to not only 
attract attention but to sell merchandise as 
well. 


AGENCIES 


[Continued from page 17] 

AGENCIES 
Ernest S. Jaros 
Jaros Advertising Agency, 
New York City 

Since the window display has at its com- 
mand large space, unlimited opportunity for 
the use of color, possibility for the use of 
motion and lighting effects, it has larger po- 
tentialities for influencing the buying public 
than almost any other medium. I am a strong 
advocate of the window display that drama- 
tizes the selling points of the merchandise 
... that tells an effective story ... that 
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brings to life the manufacturer’s consumer 
advertising . . . in short, that does something 
more than merely show goods. Such displays, 
which dramatize the selling points of the mer- 
chandise, can also be made valuable aids in 
the education of salespeople. So strongly is 
our organization “sold” on the importance of 
the window display that we frequently sug- 
gest consumer magazine advertising of such 
a character that it can be brought to life in 
the store windows. In this field there are 
great opportunities for increasing the effec- 
tiveness of both the national advertising and 
the store displays. 


AGENCIES 
H. K. McCann 
McCann Erickson, 
New York City. 

Our faith in the efficacy of point-of-sale 
advertising is perhaps best evidenced by the 
fact that we have recently organized a com- 
plete sales promotion department to carry on 
sales promotion activities for all of our clients. 

We have had repeated proof of the value 
of point-of-sale advertising, particularly 
window displays. We know full well that 
this type of advertising is necessary because 
it succeeds in identifying the dealer as the 
man who sells the nationally advertised prod- 
uct. Our experience has definitely proven the 
need for a close tie-in between national ad- 
vertising and point-of-sale advertising. 

Since the point-of-sale is the final link in 
the chain of getting the public to buy a 
product, it is essential that the point-of-sale 
material be closely allied with the national 
advertising. 


AGENCIES 

Franklin Spier 

Franklin Spier and Aaron Sussman, Inc., 
New York City. 

You may be interested in a problem which 
we have just solved for one of our clients, 
Modern Library, Inc. 

The problem was this: To provide the book- 
dealers throughout the country with a poster 
of some kind which would advertise the 
series and, if possible, announce the new 
Modern Library titles as they are issued each 
month. You must realize that wall space (as 
well as counter space) in bookstores is lim- 
ited; therefore, the display had to be some- 
thing dignified and substantial to rate per- 
manency. 

I talked to Bennett Cerf, president of Mod- 
ern Library, about the possibility of utilizing 
their trade-mark. (Do you know the little 
running figure, bearing a light, who appears 
on all their books? He was designed, orig- 
inally, by Rockwell Kent.) Incidentally some 
years ago I popularized the Borzoi wolfhound 
of Alfred A. Knopf, probably the first con- 
sistent attempt to “trade-mark” publishers’ 
advertising. 

The Modern Library trade-mark is cut out 
of wood about an inch thick and bears the 
newest M-L book in his hand. As the dealer 
receives each new shipment of books he slips 
a copy of the new title into place; it is held 
firmly by a couple of clamps. The background 
board is a dull black, 15 by 22 inches; it has 
both easel and chain for hanging. The letter- 
ing is in yellow and white, and the figure 
itself is gold, with bright red sides. 

Before we made up the complete order, we 
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furnished Modern Library with a sample and 
they had their travelers ask representative 
stores whether they would use the new dis- 
play. The result is a 100 per cent usage and 
no waste. 


AGENCIES 

F. A. Watts 

Chappelow Advertising Co., 
St. Louis, Mo. 

We look upon window display from the 
same point of view as we do any other form 
of advertising. Another media to help ac- 
complish our aim—the sale of more goods. 

This point-of-purchase aid affords the ad- 
vertiser, at the most psychological time, one 
final appeal to the consumer. 

How much of an impression will be made 
upon the prospective buyer depends upon the 
effectiveness of the display. We have found, 
too, that the more effective a piece of display 
material, the greater the chances of getting 
the dealer to use it. Getting the dealer to 
use your display is just as important as get- 
ting the consumer to read it. 


DISPLAYMEN AND 1935 
[Continued from page 3}. 

clubs respond to this challenge—Let’s help 
the neighboring town or city to organize. 
Let’s rally some of the old-time enthusiastic 
sponsoring groups and go at our job of build- 
ing new membership and clubs with a fresh 
earnestness. We surely should give to others 
that which has proved already so worthwhile 
to every present member. 

The I. A. D. M. has not only survived 
another year but it has shown marked 
growth; however, we feel it unwise to con- 
ceal true facts of present conditions. New 
memberships must be added in great numbers 
if it is to carry on. Administrative expense 
of membership solicitation has in many cases 
been greater than the net proportion from 
that membership received by the National 
Association. This is a condition which has 
been beyond control, but it must not and can 
not continue. The I. A. D. M. is not the 
organization of any one group or club, but 
of the display profession, and if it is to bene- 
fit the members of the profession they must 
be its supporters. 

We feel sure that every displayman will 
meet with earnest purpose and practical action 
all the challenges of 1935. 


Dis-Play-Well Wins Cup 
With Camel Display 

The Silver Rod Store Managers’ Associa- 
tion, presented a very novel and successful 
Manufacturer’s Exhibit and “Miniature 
World’s Fair” at the Hotel Astor, New York 
City, on the evening of November 28, 1934. 

The evening was entertainingly divided 
among a series of amusing vaudeville acts, a 
midnight Thanksgiving supper and the judg- 
ing of awards for exhibitors of window dis- 
plays in a display contest conducted by the 
association. Three silver loving cups were 
awarded to display exhibitors for effective- 
ness, originality and popularity. 

Dis-Play-Well, Inc., 23 East Twenty- 
second street, New York City, were awarded 
the silver loving cup for originality, for a 
display of Camel cigarettes which was cre- 
ated, designed and manufactured in their own 
studios. 
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Glass Silk Is New 
Display Material 

A new display material called Glass Silk, 
pure white and absolutely fireproof, has been 
placed on the market by Friedrich & Dim- 
mock, 7 East Forty-second street, New York 
City. This material has never been used be- 
fore for display purposes. Those who have 
seen this material are very enthusiastic about 
its possibilities, and claim it is ideal for 
drapes, backgrounds, window floor coverings, 
etc. The fact that it is non-inflammable is 
especially interesting, and of great value. 
Beautiful rainbow and spider web effects can 
be produced by means of white or colored 
electric lights. 





Pool Elected President 
Salt Lake Club 

At the regular monthly luncheon of the 
Salt Lake Display Men’s Association, De- 
cember 5, the following officers were elected: 
President, W. E. Pool, Arthur Frank Com- 
Roebuck Company; secretary-treasurer, Max 
pany; vice-president, James Powel, Sears 
Broberg, Hibbs Clothing Company. 

The members voted to become affiliated 
with the International Association of Display 
Men during the coming year. It was further 
decided to enlarge the activities of the club 
and the new officers look forward to a most 
successful year. 





Palmenberg Enlarges Show Room 
To Display Mannequin Line 

T. C. Palmenberg, Inc., has made extensive 
alterations in his show rooms at 500 Seventh 
avenue, New York City, providing double the 
previous space. This alteration is due to a 
very satisfactory year and to confidence in 
the continued expansion of the display fixture 
business. With the new facilities there will 
be placed on display one of the largest lines 
of mannequins shown in the country. 





Newdold Becomes Display Manager 
At Grand Leader 

E. Max Newdold, veteran Chicago display- 
man, has been appointed display manager for 
the Grand Leader, Ft. Wayne, Ind., Newdold 
advised that he will endeavor to organize the 
Ft. Wayne displaymen and to have them be- 
come affiliated with the I. A. D. M., saying: 
“If all the displaymen in the country would 
join the I. A. D. M., working conditions 
would be greatly improved.” 





Committees Announced 
By Shreveport Club 

President J. Briggs of the Shreveport Dis- 
playmen’s Association, has announced the fol- 
lowing committees: Educational, A. B. Long- 
necker, D. C. Wilkes; executive, T. Willard 
Jones, R. J. Edwards; entertainment, J. H. 
Haigler, F. R. Wooloy; membership, H. E. 
Engert, John Trigg; publicity, C. C. Bullard, 
B. Pipes. 
third Mondays of each month, the first meet- 

Meetings are being held on the first and 
ing each month being a dinner at 6:30 p. m. 
at the Y. M. C. A., followed by a business 
meeting. The second meeting each month is 
held at 8:00 p. m. in the club room at the 
Y. M. C. A., and consists of business and 
educational features. 
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ADVERTISERS 

J. R. Collins 

Libby, McNeill & Libby, 
Chicago, Ill. 

When the principles of good advertising are 
injected into a display medium there is no 
question in our minds that sales of the item 
being displayed is stimulated. This has been 
conclusively proven to us time and time again 
by the increase in sales of certain products 
which have been displayed at the point of sale, 
with a display piece created to attract atten- 
tion, create interest, desire, confidence and get 
action. 


ADVERTISERS 

W. B. Laighton, Jr. 
Bigelow-Sanford Carpet Co., Inc., 
New York City. 

In speaking of the value of “Point-of-Sale” 
presentation in relation to rugs and carpets, 
I would go so far as to say that the lack of 
adequate interior display has been the cause 
of many promotion failures. I remember sev- 
eral specific instances, where the newspaper 
and window advertising were outstanding, but 
due to insufficient follow-through in the de- 
partment and around the store, the customers 
were allowed to forget that there was a sale 
and became side-tracked in other departments. 

Advertising not backed up by a dramatic 
interior presentation of the specific merchan- 
dise on sale and supplemented by directional 
cards or bulletins to tease the customer on to 
the show, is money badly spent. Don’t leave 
a gap between the advertisement and the sale, 
where a little thought and trouble can fill it in 
so easily. 


ADVERTISERS 


Joseph M. Kraus 
A. Stein & Company, 
Chicago, Ill. 

Despite the many changes in merchandising 
methods, it is well to remember that purchas- 
ing psychology, in substance, remains the 
same although vehicles of selling may change 
in form. There never was a time in the 
world’s history when there weren’t many peo- 
ple who needed more than they had and just 
a few who had more than they needed. Most 
of us depend upon the great body of people 
who need more than they have and who, un- 
fortunately, find it difficult to supply their 
wants. 

The consumer might be considered a volun- 
tary purchaser for every item on the market 
if he had enough money to go around. But 
he has not. Therefore, the few articles that 
are bought voluntarily are the bare necessities 
of life. These actual necessities have been re- 
duced, because of economic conditions, to a 
minimum. Hence, the field of “luxury” items 
has widened tremendously and the competition 
among the constituents of this field is greater 
and more intense. In other words, the makers 
of all products except the few bare necessities 
must face the problem of devising ways and 
means of attracting their share of the con- 
sumer’s dollar their way. 

“Point-of-Sale” presentation is a powerful 
factor in creating desire and developing pref- 
erence for such “luxury” products if the op- 
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WRITE FOR 


FRE E! YOUR COPY 


of THIS FAMOUS CATALOG 


The Big Value 
Book of the 
display indus- 
try. Contains 


SIGN WRITERS EVERY lees 
SUPPLIES sibly ix ioe 
Q RT $ TS a as oy 


Shows you how 
to save money 
and time by 
buying direct 
by mail from 
Daily. Write 


We for it TO- 


“MATERIALS 


Y yassly? 








DAY! 
160 PAGES! 
' ILLUS- 
Bet LDaily TRATED! 
ee 
SAVINGS! 





BERT L. DAILY, Inc. 


The House of “Perfect Stroke” Brushes & Supplies 


122 E. Third St. Dayton, Ohio 


MAKE A START } 


FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 
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Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 


Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester School 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 


CUT-OUT POWER SAW 
Just What You Have Been Waiting For 
Will cut out Letters and Designs in Wood, Metal, 
Wall Board, Cardboard, etc. A.C. Cur- § 50 
rent. Portable. Nothing to adjust..... 1 1 
‘e 
F. O. B. Byt. 


CONLIN we 


Supplies For Sign Painters, Artists, Display Mes 


-—TEARN— 
Window Display, Advertising, 
Show Card Writing 


AT A PRACTICAL SCHOOL 


CHICAGO DISPLAY SYSTEM 
3» W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 
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MOTION 


Sells 
More Goods 


From tests made by National Ad- 
vertising Associations the agreed 
average of “window display stop 
and read circulation" at the spot 
locations for inanimate displays is 
7 per cent. 


From private test conducted by 
large Drug chain, the agreed aver- 
age of "stop and read circulation" 
at high spot locations for ani- 
mated displays is 42 per cent. A 
ratio of 6 to |. 


Use dependable motion units and 
write us about your display require- 
ments. We will submit to you our 
ideas in sketch and written presen- 
tations. 


LIBMAN-SPANJER 
CORPORATION 


1600 Broadway New York, N. Y. 
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portunities of the medium are intelligently 
employed. When, after sufficient research and 
experimenting, a definite type of ‘‘Point-of- 
Sale” presentation has proved its efficacy and 
productivity, we have frequently found it a 
wise procedure to plan all our other adver- 
tising—both national and local—around the 
central theme of our “Point-of-Sale” adver- 
tising. In other words, we have inversed the 
ratio. Instead of dovetailing our display ad- 
vertising into the scheme of cur general adver- 
tising, we have planned many campaigns by 
starting with “Point-of-Sale” advertising first 
and building our general campaign around it. 
This procedure has proved two things: the 
tremendous value of “Point-of-Sale” presen- 
tation and the responsiveness of the public 
in their buying to the appeal of this medium— 
the oldest on earth. 


ADVERTISERS 
Kenneth Laird 

The Western Company, 
Chicago, Ill. 

In the City of Chicago, there are approxi- 
mately 1,500,000 tooth brush users. They buy 
new brushes about once every six months on 
the average. 

Since old tooth brushes, unlike straw hats, 
are not tossed to the rubbish heap on any one 
specific date, it is the experience of most peo- 
ple to go on for weeks, even months, needing 
a new tooth brush and forgetting to buy one. 

If a million and a half people buy a tooth 
brush once every six months, that means an 
average purchase of 8,197 every day. In view 
of the delayed buying of this type of com- 
modity, however, it is probable that on any 
one date there is at least a 30-day back-log of 
tooth brush sales waiting to be picked off by 
the first retailer or group of retailers who re- 
mind these prospects. 

In other words, on any one day in the City 
of Chicago, about 245,910 people are ready and 
ripe for the purchase of a tooth brush, need- 
ing only a reminder at the “Point-of-Sale” to 
shake them out of their lethargy. 

If this picture is true (and I don’t believe 
it altogether fantastic), no wonder window 
display advertising is an important part of 
advertising equipment in the tooth brush bus- 
iness ! 

We have found in our experience, that effec- 
tive window and counter displays are the most 
efficient means of turning these delayed buy- 
ing impulses into immediate business. 





ADVERTISERS 

J. Leo Dowd 
International Silver Co., 
Meriden, Conn. 

During the past six months, we have oper- 
ated three traveling displays contacting the 
leading department stores from coast to coast. 
The displays are mechanical and designed to 
tell the story of the quality feature of Holmes 
& Edwards Inlaid. It shows the method of 
inlaying blocks of sterling silver at the back 
of the bowl and handle of a teaspoon before 
plating. The display secured for us preferred 
window locations in every store as well as 
special ceunter displays and a concerted sales 
drive. The direct results have been more than 
satisfactory and it is planned to conduct the 
promotion next year. 
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ADVERTISERS 

H. D. Lufkin 
Westinghouse Lamp Co., 
New York City, N. Y. 

Innovation runs riot in the 1935 window 
display program of the Westinghouse Lamp 
Company, with the customary seasonal display 
plan giving away to an “all-appeal” series. 
Extensive surveys showed that dealer window 
displays do not follow a universal appeal. 
Consequently, the Westinghouse displays carry 
some 20 different messages, covering every 
appeal from moving picture actresses to pop- 
ular cartoon characters, with Pop-Eye the 
Sailor playing an important part. 

Many of the displays are illuminated bril- 
liantly in expounding the axiom of better 
lighting, while others are purely utilitarian in 
character. 

Dealers will order a year’s supply of dis- 
plays at the outset, a plan whereby they can 
change their windows when the occasion de- 
mands without waiting for successive ship- 
ment. 

A novel feature of the new series is a con- 
venient table container which dealers receive 
with orders of six or more display pieces. 
As a storage place for displays not in use, it 
also serves as a work table where the dealer 
can letter cards, write price tickets and, in gen- 
eral, plan his window displays. 





ADVERTISERS 
D. K. Newell 

The Allen-A Company, 
Kenosha, Wisconsin. 

Being firm believers in the tremendous ad- 
vantages of “Point-of-Sale” display adver- 
tising both for our dealers and ourselves, we 
put a large share of our advertising budget 
into this productive form of advertising. 

The Allen-A display unit reproduced in this 
issue proved one of the most successful “Point- 
of-Sale” pieces developed this year. Serving 
in the double capacity of window or counter 
unit, it effectively introduced our new “No 
Shadow Chiffon Hosiery” styles. It was also 
used in featuring our new ladies’ silk hosiery 
boxes and is now proving popular for our 
special Christmas hosiery packing. 

With each unit, we furnish a set of inter- 
changeable price cards, thereby increasing the 
value and utility of this display unit. 

Our dealers have profited from use of this 
display and in many instances have asked for 
a second or third unit. 





ADVERTISERS 

A. H. Mohrhusen 

Devoe & Reynolds Co., Inc., 
Brooklyn, N. Y. 

After making a very extensive study of the 
merchandising problems of paint and brush 
dealers, we originated modern display vendors 
made of cardboard a number of years ago. 
The cardboard displays were attractive. How- 
ever, it was found that the dealer wanted the 
maximum amount of display value at all 
times, plus a fixture which would be sturdy, 
yet modern and attractive in appearance. 

We therefore evolved our Twentieth Cen- 
tury Brush Display Vendors which are con- 
structed chiefly of wood with the addition of 
six-color lithographed display cards. This 
modern display vendor offers many advan- 
tages: (1) portability; (2) visibility at all 
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times; (3) accessibility to the merchandise. 
Whereas merchandising whish is displayed in 
bins shows to good advantage while the bins 
are filled, that is not so true after a number of 
brushes have been sold. 

On the other hand, the copyrighted displays 
evolved by our company display the merchan- 
dise to its best advantage whether completely 
filled, as received by the dealer, or partially 
sold out as is the case after several days on the 
display counter. 

Prominent merchandising and displaymen 
collaborated in producing these displays. They 
are modern in design, highly colorful and have 
had a very salutary effect upon brush sales in 
dealers’ stores. Attractive art work portrays 
the various uses for these brushes. 

These features are used for displaying 
Superkleen Brushes made and distributed by 
the Devoe Group—i. e., Peaslee Gaulbert 
Paint and Varnish Company, Wadsworth 
Howland Company and Devoe & Raynolds 
Company, Inc. 


ADVERTISERS 
E. T. Sajous 

General Foods Corp., 
New York City, N. Y. 

“Point-of-Sale advertising has consistently 
proved a stimulant to sales of General Foods 
products, and is currently being used to back 
up the national advertising on more than a 
score of our products. Because of the number 
of nationally advertised items in our line, I 
believe General Foods salesmen distribute a 
wider variety of ‘‘Point-of-Sale” display ma- 
terial than most other salesmen calling on 
grocers. These displays, however, have proved 
so effective in increasing volume and profits 
for retailers that progressive merchants are 
glad to use the material. Among the store dis- 
plays we have found most effective are: coun- 
ter and floor jumble baskets, related-item win- 
dow displays, and posters which identify, in 
the store, popular radio programs with the 
products which sponsor them. 


ADVERTISERS 
R. P. Olmstead 
Johnston's, 
Milwaukee, Wis. 

The Johnston Company has always rated as 
equal its “Point-of-Sale” advertising and its 
national publication advertising. We believe 
that the two media work hand in glove—that 
without one or the other the results are just 
half as effective. 

Accordingly, we have always attempted to 
create ‘Point-of-Sale’ advertising — particu- 
larly window displays—that would dominate 
the window, yet throw an air of dignity about 
our candies and the store. 

In designing such a display our approach 
has always been from the dealer and the con- 
sumer side of the fence. First, because we 
know that if it appeals to the dealer he will 
put it in his window; second, because we know 
if it is in the window and appeals to the con- 
sumer, that consumer may be influenced to 
purchase. To accomplish this we have always 
attempted to make our displays unusual, either 
from the standpoint of design or construction, 
or both. Our efforts in this direction have 
led us into fields altogether foreign to adver- 
tising. For instance, our 1934 Santa Claus 
display was unusual because of the cotton 
beard. Tremendous quantities of cotton were 
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purchased and this industry benefitted at a 
time when it needed particular help. 

Our displays having been completed, we in- 
stall whenever possible, knowing full well 
that the best display is the one which is in- 
stalled by experienced displaymen. 

“Point-of-Sale” advertising, in our opinion, 
is becoming more and more important every 
year and with the increase in the number of 
display pieces the ingenuity of displaymen and 
advertising departments is being put to test. 
It will be those displays which are the most 
attractive and have the ability to sell that will 
be given a showing—the commonplace pieces 
will be put to one side and wasted. May the 
best man win. 


ADVERTISERS 
Lowell W. Shields 
Hickok, 

Rochester, N. Y. 

A survey of the past year in the display 
field reveals an important forward step—the 
passing of the “pretty” window. The inclusion 
of decorative vases, artificial] flowers and all 
varieties of material without reference to their 
effectiveness in helping sell merchandise has 
been conspicuously absent. 

This change sacrifices nothing in artistic 
value or attractive effect. It places a premium 
on correct balance and pleasing design, since 
errors cannot be masked by additional ele- 
ments. 

Fortunately the modern school of art and 
decoration stresses simplicity, directness and 
economy of method. Nothing could benefit 
window display more. The first thing a win- 
dow must do is sell goods, and anything that 
does not contribute something to that end has 
no place in the scheme. 

The Hickok Manufacturing Company will 
continue to promote better window display in 
1935 as a most important factor in its sales 
program. 


ADVERTISERS 
A. E. Tatham 
Bauer & Black, 
Chicago, Ill. 2 
“Point-of-Sale” advertising material has 
played and will continue to play an important 
role in the Bauer & Black selling program. 
We have used varied forms of display ex- 
tensively during the past five years with profit- 
able results. Display is not, of course, an 
automatic sales maker. It must be used as 
part of a carefully prepared and executed sell- 
ing campaign. It must be planned from the 
buyer’s point of view, planned to make buy- 
ing easier for the customer, and it must be 
used intelligently and consistently. But with 
these qualifications met, it is almost invariably 
productive of highly satisfactory results. 


Behles Dies of 
Heart Attack 

Fred G. Behles, for many years in the 
fixture selling business in the southern terri- 
tory, and weil known among displaymen 
throughout the South, died of a heart attack 
on December 27 at his home in Memphis, 
Tenn. Behles always took an active part 
in the affairs of the Southern Display Men’s 
Association and was convention director for 
the most successful event this association 
ever held. During his lifetime he befriended 
many members of the display profession who 
will mourn his loss. 
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MOTION 


SELLS MORE GOODS 





Carefully checked experiments have proved 
that from nine to twenty-five times as many 
people will stop to look at a moving display, as 
will look at the same display without motion. 

Motion devices made by Motion Displays Inc., 
operate on a new electro-magnetic principle. 
They are moderate in cost, simple in operation, 
and use less than a cent’s worth of current a 
day. They can be used in an infinite variety of 
ways ... our Research Department is con- 
stantly developing new applications, and will 
be glad to give you suggestions on your par- 
ticular problems. 





SHOWMASTER STANDARD MODEL 


The 18-inch disk makes 4 to 7 revolutions a 
minute, and carries up to 150 pounds. Used by 
itself, or with superstructures, it can form the 
basis of endless attractive displays. 

Send for folder showing the Showmaster, Re- 
volving Merchandiser, Pendulum Power Unit, 
and their many applications. : 


MOTION DISPLAYS Inc. 


Division of Mergenthaler Linotype Company 
27 RYERSON ST. - BROOKLYN, N. Y. 
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PRODUCERS 


[Continued from page 13] 
even more consideration than other forms of 
advertising, because in most cases the ad- 
vertising space is not paid for. 

The real job, I believe, comes after the 
display has been designed, sold and dis- 
tributed. The job of actually getting a big 
percentage of these units in the windows and 
on the counters is really the important one, 
and display pieces should be designed to 
make this point a certainty. In this con- 
nection, more consideration should be given 
to Mr. Dealer. 

With the dealer receiving display material 
for almost every item on his shelf, the ques- 
tion of selection on the dealer’s part, and 
why one particular advertiser’s display piece 
should be used in his window at a given time, 
is the important factor. Regardless of how 
well planned an idea may be, the “show- 
down” actually takes place in the dealer’s 
store, as to whether or not the particular dis- 
play piece will be shown. There are many 
things that a dealer will take into considera- 
tion in making his selection, and it is, there- 
fore, up to the advertiser to consider Mr. 
Dealer in his plan when preparing a display 
piece. 

The Sacksteder Corporation of Louisville 
and Chicago has designed an unselfish piece 
of advertising for The Axton-Fisher Tobacco 
Company of Louisville, giving the dealer “a 
break.” We show a picture of this piece 
to demonstrate this point. 

Realizing that the average dealer looks 
forward to a seasonable sale of merchandise, 
especially around Christmas time, and know- 
ing also that the dealer would naturally dis- 
play the most profitable items, it would 
hardly be expected that he would give up 
his valuable show window to the sale of a 
carton of cigarettes. Knowing this, the Spud 
display wreath was designed to be season- 
able, decorative and in a manner to give the 
least amount of difficulty to the dealer in 
setting is up. Last, but not least, it was de- 
signed to have the dealer feature any gift 
items he would prefer, with just a subtle 
suggestion to. “Always include a carton of 
Spuds.” With this display so carefully de- 
signed, the field men had no difficulty in 
getting a 100 per cent showing. 


PRODUCERS 

E. R. Kresy 

Consolidated Litho. Corp., 
Brooklyn, N. Y. 

Instead of predicting the sales possibilities 
of display advertising for the ensuing year, 
I would like to take this opportunity to try 
to arouse all those who play a part in the 
creation, production and sales of display ad- 
vertising, including finishers, lithographers, 
window installers and others, to get together 
and organize themselves in order to secure 
for display advertising the recognition that 
it is entitled to as a medium of advertising. 

Display advertising does all the things 
that any other medium of advertising will 
do, except that it will do it better and at a 
lower cost. 

Display advertising will stand any test 
you may give it as compared to other mediums 
of advertising, ~- whether .a comparison is 


made on the basis of time element, circulation, 
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selectivity, coverage or sales. Display ad- 
vertising can be used in conjunction with 
other media of advertising, thus linking up 
all advertising as well as completing the 
cycle of advertising, or it can be used in- 
dependent of any other advertising, as it will 
do a selling job by itself. This has been 
repeatedly proven. 

Display advertising will make the dealer 
feel that something tangible is being done 
for him, as in reality, the only advertising 
that he appreciates is that advertising which 
he sees. Display advertising reminds the 
consumer to buy that which has been pub- 
licized by other media, or if it has not been 
publicized, it will induce the consumer to buy 
on its own merits. 

If display advertising will do all of the 
things mentioned, plus many others, why is 
it that advertisers who sell to the consumer 
have not made greater use of this wonder- 
ful medium of advertising? Why is it that 
the A. N. A. isn’t giving it the same con- 
sideration, recognition and attention that it 
gives to newspaper, magazine, direct maii, 
radio, and outdoor advertising? The answer 
as I! see it is that the window display in- 
dustry has never gotten together to do a joint 
co-operative job to secure recognition and 
acceptance for the medium. 

This can be done just as the advertising 
agencies have whipped the newspaper and 
magazine medias into a definite understand- 
able, tangible weapon of advertising. The 
same can be accomplished with display ad- 
vertising. It will not be done by the ad- 
vertiser or by the agency; it must be done 
by the lithographing industry; the window 
installation industry ; the mounting and finish- 
ing industry, and other kindred industries 
working together for a common benefit. 

If all of us in the display field take a 
broader viewpoint of the display business, 
get together, organize and co-operate un- 
selfishly, secure the recognition and accept- 
ance for display advertising that it is justly 
entitled to, there will be more than enough 
business for all of us. I believe that under 
such spirit of co-operation the year of 1935 
will be a prosperous one indeed for the display 
industry. 


PRODUCERS 

H. H. Krueger 

Advertising Metal Display Co., 
Chicago, Ill. 

Many manufacturers have asked us to 
answer the question, “Do displays actually 
increase sales?” It is difficult to do so con- 
vincingly in a short article but we'll try. 

The most concise answer we can give is 
that the world’s leading merchandisers are 
the most extensive users of displays. These 
include such outstanding companies as Bauer 
and Black, National Carbon, General Elec- 
tric, Dr. West, Dr. Scholl, etc., and such 
manufacturers, as you know, use only sound 
merchandising mediums. 

To be more specific,—on a test, conducted 
in the grocery field, eight of the best known 
products were used. The experiment was 
conducted in 112 stores, over a period of 
two weeks,—one week, with no display and 
the second week, with adequate display, but 
no particular sales effort. 

The result: No. 1 product, increase 61% 


per cent; No. 2 product, increase 37% per 
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cent; No. 3 product, increase 50 per cent; 
No. 4 product, increase 32 per cent; No. 5 
product, increase 72-7/10 per cent; No. 6 


product, increase 55% per cent; No. 7 
product, increase 41-8/10 per cent; No. 8 
product, increase 56-8/10 per cent. Average 


increase 43% per cent. 

Is the question answered? Does anyone 
know of an easier, less expensive or quicker 
way to increase sales almost 50 per cent? 





PRODUCERS 

Nathan Owitz 

General Display Case Co., Inc., 
New York City, N. Y. 

Displays are an essential part of any 
merchandising scheme, so much so that it is 
rare for a campaign to be planned that does 
not include them. Magazines, and news- 
paper space, window display material, broad- 
side and the like, all fit into the scheme and 
picture, depending, of course on the product 
that is being advertised, but “Point-of-Sale” 
counter displays are a necessary part to com- 
plete the picture. 

An advertisement is put in the newspaper, 
advertising a certain product. The story 
is told in magazines, an effective and attrac- 
tive window display is placed in the local 
store, the wholesaler and retailer is kept up 
with broad-side, letters, sales talk and visits 
from salesmen. The whole campaign is tied 
in very often by National Radio hook-up, 
everything done, nothing left undone to 
create reader and listener interest. What 
good is all this, if after the desire to try 
it, created in the minds of the prospective 
customer, he walks into a retail store and 
does not see the article in question prominent- 
ly placed before him. This is the function 
of the counter display. This is the last step, 
the final, and most effective one that causes 
the actual exchange of product for money. 

This factor is being realized to such an 
extent by national advertisers, that their 
appropriations for counter displays are grad- 
ually increasing, not necesdarily taking it 
away from any other type of advertising, 
but actually being increased. 

The type of counter display that is being 
used has advanced very materially in style 
and design and the cost is not such an im- 
portant factor as it used to be. This is 
evidence by the fact that most of the counter 
displays seen today, are very beautiful, very 
effective, and practical units. The small man- 
ufacturer is learning from the large one, he 
too is using counter displays to greater ends 
than before, maybe not as handsome, or as 
costly, but effective units nevertheless that 
assures his products being placed on the 
counter instead of under the counter. 


PRODUCERS 

M. D. Penney 

The Forbes Litho. Mfg. Co., 
Boston, Mass. 

There is no gain-saying the fact that 
“Point-of-Sale” Display and Merchandising 
Effort has increased tremendously during the 
last twelve months, and 1935 will witness 
even greater concentration of advertising ef- 
fort at the place where the buyer stands, 
money in hand, making the final buying 
decision. 

Advertisers now know that, in order to 
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remind the shopper of past and present pub- 
licity in other mediums in order to 
combat the “Point-of-Sale” display of com- 
petitive products . . in order to sway the 
last moment decision of the buyer to the 
point of saying “I want this” . . . in order 
to influence that happy follow-up of general 
purchases: “I’ll take this, too” . . . Win- 
dow Display and Counter Display are of 
genuine, vital importance. 

And, too, realization is becoming paramount 
that the Window Display, and the Counter 
Display, must be so outstanding in creative 
originality, quality of reproduction and unique 
but practical construction, that it will first 
insure dealer acceptance to the extent of 
winning a place in the valuable “out front” 
store space, and then will command con- 
sumer attention, reflect prestige of sponsor 
and quality of product, and finally influence 
favorable buying action. 





PRODUCERS 
Frank H. Rasmussen 
Magill-Weinsheimer Co., 
Chicago, Ill. 

Store windows may aptly be called the 
connecting link or contact between the ad- 
vertiser and the purchaser—that is where the 
public sees the advertiser’s product, and 
that is where displays can awaken the buying 
impulse. 

No other advertising medium equals the 
Window Display in its urge upon the con- 
sumer to “buy here and now!” 

Window Displays do their work of re- 
minding and persuading at the ‘“Point-of- 
Sale.” When they embody effective and con- 
vincing selling ideas, they stimulate the pros- 
pect’s buying mood at the psychological time 
and help crystallize it into an actual sale. 

Through well-conceived and _ properly- 
executed Window Displays lies the shortest 
and quickest route from the consumer’s 
purse to the retail dealer’s cash register. 





PRODUCERS 


S. C. Rieser 
Advertisers Display & Exhibits, 
St. Louis, Mo. 

Showmanship is the art of dramatizing 
events or situations so as to make people 
pause, look and applaud by buying. From 
the theatrical standpoint, is the quality of 
producing art which “packs ’em in.” 

It is said that seven seconds is the average 
time required by a person to pass a show 
window. That brief interval brackets the op- 
portunity of the displayman. His magic must 
work in that time or his effort is a failure. 
By the use of motion to stop the passerby, 
the displayman can extend the paltry seven 
seconds to an interval entirely sufficient to 
the full telling of his story. 

My belief that successful display require- 
ments for 1935 are: (1) The establishment 
of an objective; (2) the selection of details 
calculated to achieve that objective, together 
with the rejection of irrevelent details; (3) 
the arrangement of those details so as to 
produce a unity of effect; (4) the infusion 
of showmanship into the whole in order to 
get the desired reaction from those to whom 
the display is directed. 
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PRODUCERS 

Ben Robbins 

Art Process Displays, Inc., 
New York City, N. Y. 

Permanent counter display stands are to- 
day one of the most important media for 
selling goods at the “Point-of-Sale.” To be 
successful this type of display must hold the 
product and surround it with an atmosphere 
that expresses quality as well as emphasizing 
the uses or desirability of the product. 

The quality impression makes the dealer 
prize the display and attracts the consumer. 
Te achieve this impression we believe that 
the “interrupting idea” should be contained 
not only in the copy and design but also in 
the novel effects and materials used. Metal, 
glass, lacquered surfaces, fabricoid and 
plastics lend themselves to impressive effects 
that help sell merchandise. That is why we 
use these materials in many of our displays 
for leading advertisers. 





PRODUCERS 

Ernest H. Russell 

The Erie Litho. & Ptg. Co., 
Erie, Penna. 

It seems strange, in the light of experience, 
that any wide awake advertiser should ever 
have questioned the effectiveness of litho- 
graphed display advertising. 

But the conviction has grown until today 
we find practically every commodity sold 
through retail outlets being assisted by bright, 
colorful, up to the minute displays. The in- 
crease in this medium has been particularly 
marked in the last twelve months. And with 
experience advertisers have recognized what 
the lithographer long has.‘known,—that : the 
thought and planning going into a display 
have a direct bearing upon the return it 
brings. 

Here is advertising that does a job noth- 
ing else can do. It not only assists in re- 
minding prospects, it also does its own sell- 
ing job. It is the last chance to reach the 
prospect, and the best chance. Because it 
reaches him at the one point where interest 
can be converted into immediate action, and 
immediate sales. 


PRODUCERS 

W. L. Stensgaard 

W. L. Stensgaard & Associates, 
Chicago, Ill. 

The time is past when display needs to 
prove its case by theoretical arguments and 
academic selling points. Results justify 
every display which is carefully planned, 
artistically executed and used with iritelli- 
gence. Wherever a definite check has been 
made on the selling force of good displays, 
they more than hold their own with all com- 
petitive media. 

One display in a city of 300,000 in six 
days of those who passed over 75,000 people 
actually looked. Of these 31 per cent stopped 
to shop and examine the merchandise. In an- 
other check-up actual sales figures show a 
65 per cent increase in sales for a single 
product in over 300 stores from coast to 
coast which promoted it properly in displays 
as against only 26 per cent increase in com- 
parative stores which depended on weak dis- 
plays and demand business. 

Figures like these are the rule, not the ex- 
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ception . . . I could go on quoting them for 
pages. They prove conclusively that display 
is entitled to the first consideration of every 
progressive retail executive in laying out 
merchandising plans and planning promo- 
tional budgets. 1935 will be a Bigger Year 
for Better Displays. 





PRODUCERS 


Theo. E. Wiederseim . 
Ketterlinus Litho. Mfg. Co., 
Philadelphia, Pa. 

In the business revival which is now taking 
place, “Point-of-Sale” advertising should 
play an important part. Distribution is the 
keynote to recovery, and “Point-of-Sale” ad- 
vertising is the practical means of turning 
national advertising into local sales. 

In the new and popular medium of radio 
broadcasting there is danger of overlooking 
this, and it is hardly possible to get the full 
value from a broadcast without well planned 
display material to back it up. The radio 
listener-in has a good time, gets a selling 
thought implanted and then goes his old jor- 
getful way. A good display reaches out, 
touches him on the shoulder and says “Here 
it is.’ Thus the local dealer gets a break 
and everybody’s happy. 

This successful Luxor Display which we 
produced for Luxor, Limited, goes a step 
further than advertising the product as it 
advertises the radio program as well. 





PRODUCERS 
W. P. York 

W. P. York, Inc., 
Avrora, ‘Ml. 

During. the.-past four years the national 
advertiser has been forced to get as much 
sound advertising for his dollar as possible. 
In many instances these advertisers have 
turned to “Point-of-Sale” advertising to a 
greater degree than heretofore. 

Numerous small advertisers have devoted 
practically all of their appropriation to 
“Point-of-Sale” advertising with splendid re- 
sults. 

It is up to the producers of this type of 
advertising to create and develop to a high 
degree sound merchandising ideas in order 
that this method may prove to be more ef- 
fective each season. The national advertiser 
should demand more than a pretty picture in 
his displays. 


PRODUCERS 
Chas. H. Brook 
Servisign Studio, 
Newark, N. J. 

The window display business has had a 
gradual and substantial pick up throughout 
the year 1934. Every indication portends to 
a larger increase through 1935. If the 1934 
Christmas shopping record is a criterion, one 
should expect a 20 to 30 per cent increase 
in the coming year’s business. 

General business has improved through 
the year and is continuing its betterment. ” 
Manufacturers are going into the new year 
with greater confidence, since the Govern- 
ment, industry and the banker are now 
headed in the same direction. A better un- 
derstanding prevails and closer harmony 
exists between all these three units. 








: 
eerie: . 


ee ae 





ies 


46 


INSTALLATION 

[Continued from page I¢\ 
ness, regardless of volume, for now it looks 
as if the display services could at least pay 
their men a living wage and earn a profit on 
whatever volume is available, and with the 
alcoholic beverage industry becoming steadily 
more display-minded, there seems no reason 
why 1935 should not bring a distinct increase 
in volume. 


INSTALLATION 

J. Ira DeLamater 
DeLamater-Davidson Display Service, 
Atlanta, Ga. 

We do not know exactly what has done it: 
N. R. A., T. V. A., C. C. C. or F. D. R,, but 
something has surely increased business PDQ 
fer the new combined display service of 
DeLamater-Davidson. Our rule when quot- 
ing prices for new business has been on the 
basis of a fair profit for ourselves, giving the 
advertiser in return a 100 per cent service, 
best locations and workmanship and undivided 
attention to “the little things that count,” co- 
operating with the manufacturer in every de- 
tail in order that they might receive the full 
benefit from their window display showing. 

We hope to continue to enlarge the scope 
of DeLamater-Davidson installation coverage. 
We hope to continue to serve our many older 
accounts in the future—accounts we have re- 
tained through our ability to render a supe- 
rior installation service; because, as we see 
it, there are a thousand and one things to do 
other than the mere installation of a window 
display to make the advertiser’s display cam- 
paign a success in our territory. 

To the hundreds of manufacturers and their 
representatives ; to the members of the trade; 
to our display installation competitors, let us 
take this opportunity to wish for each and 
everyone a very happy and prosperous New 
Deal Year! 


INSTALLATION 
Sol. Fisher 

Fisher Display Service, 
Chicago, Ill. 

Every medium of advertising is at the pres- 
ent time occupied in research work to prove 
to their respective and prospective clients the 
reason for their existence, stressing the point 
by showing their circulation—radio, news- 
paper, magazine, outdoor and public vehicles 
competing against each other for recognition. 

Window display will also try to do a modern 
research job. How soon figures will be avail- 
able cannot be stated at this time. However, 
I am certain that when the job is finished it 
will prove conclusively that window display 
by far surpasses any existing figures pertain- 
ing to circulation. 

A dollar invested in window display will 
reach more people than anyone can imagine 
at this time. 

Figures will prove that window display in- 
stallation has more persistent users than in 
former years. Instead of one campaign a 
year, there are many advertisers today who 
use two to ten window display installation 
campaigns a year. 

Figures will also reveal that window display 
installation, if handled by highly organized 
window display installation companies, is tak- 
ing window display out of the “dealer’s help” 
category and placing it on an even par or on 
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a higher plane than any other medium at the 
command of the national advertiser. 

Some national advertisers are learning that 
mailing, expressing or delivering window dis- 
play material by the sadesman is waste; yes, 
inexcusable waste. 

The chief topic in business now is “Stop 
Waste ;” “Fix the leaks.” If window display 
installation is used at all, then it is the safety 
valve for the national advertiser’s budget that 
really stops waste. 

If window display installation is used every 
dollar spent for this medium is actually being 
used. Therefore, it is reasonable to believe 
that window display installation will go for- 
ward, especially during 1935. 


INSTALLATION 
A. S. Haugan 
Haugan Displays, Inc., 
Minneapolis, Minn. 

The basis of window display advertising is 
the same as for any form of sales promotion: 
(1) attracting attention; (2) creating desire; 
(3) exciting belief;‘(4) impelling action. ~ 

In window display work these ABC’s ‘are 
combined into the words of lay-outs, color 
combinations, proper locations, correct instal- 
lations and periodical inspections. All of which 
when applied to window display advertising 
means selling merchandise at the point of sale. 

Window displays must attract attention but 
they must do more. They must create desire 
—desire to see closer ; to handle; to ask about; 
to possess; to buy the product featured. 

The emotions aroused by window displays 
impel action, bring people into the store and 
increase sales. For these reasons, time and 
money spent to get better window displays 
is well spent. 

Before any window display can do a selling 
job, it is fundamental that the people who pass 
it must be attracted to it. Looking at it, they 
must receive from it some definite impression 
which will either impel them into the store at 
that time, or which will impress upon their 
minds some salient feature of the product, so 
that at a later time they will ask for it by 
name. 

Window displays, properly planned and ex- 
pertly installed, are a most efficient method of 
selling. Their effect reaches the consumer at 
the point of sale and remind him to buy at 
the psychological moment—when the forces of 
desire and convenience meet. 


INSTALLATION 
William C. Kirby 
Dis-Play-Well, Inc., 
New York City, N. Y. 

We are looking forward to the New Year 
with the sincere belief that 1935 will mark 
a definite milestone ir the history of our 
business. This belief is based upon an ever 
increasing interest by manufacturers and 
national advertisers in the problem of get- 
ting their merchandise prominently dis- 
played in retailers’ windows. For, unques- 
tionably, the combat for brand preference is 
concentrating itself more and more at the 
point where the manufacturers’ product is 
on sale—the retail store. 

This condition will bring about the 
recognition by the national advertiser of the 
true value of window and counter display 
and the realization that they are not merely 
doing something for the retailer when they 
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supply him with window display material or 
installation service, but that this medium 
of advertising is just as vital and just as 
necessary to the success of their 1935 sales 
program as other forms of _ so-called 
“recognized” media. It will place retailers’ 
counter and window space at an even higher 
premium than it has ever attained before 
and this in turn will mean that the depart- 
ments in the advertisers’ budgets for win- 
dow display material and expenditures will 
be given a far freer rein than they have in 
the past. 


INSTALLATION 

E. R. McDavid, Jr. 
Birmingham Display Service, 
Birmingham, Alabama. 

The window display installed at the “Point- 
of-Sale” is, without a doubt, the lowest cost 
advertising medium possible for the manu- 
facturer to buy. 

“Point-of-Sale” window display assures 
the manufacturer of dealer co-operation, 
choice of location and also of concentrating 
his advertising in the center of. distribution, 
of his particular product with the minimum 
wastage. 

In our territory this display is seen by and 
talks to the prospective consumer at the 
“Point-of-Sale” for an average of twelve 
days at a cost of approximately four dollars 
per installation. There is no such thing as 
forgetfulness at the “Point-of-Sale,” as the 
elapsed time between reading and buying is 
just a few moments. 


INSTALLATION 
Frederick L. Wertz 
Window Advertising, Inc., 
New York City, N. Y. 

The year just passed has been a fairly 
good year for display installation, although 
the tendency of the poorer class services 
to cut prices and accept work at any figure, 
has kept almost every local service from 
making any money. 

Indications are that 1935 will be the best 
year that the trade has ever seen. Window 
Advertising, Inc., has had more inquiries 
the last three months than we have had 
previousiy in the last three years. 

Advertisers who have had experience in in- 
stallation are insisting upon a better quality 
of service and are willing to pay a reason- 
able price for it. 

There will always be some advertisers who 
want to buy at the lowest price possible and 
are willing to take any kind of service so 
long as they can point with pride at the fact 
that they “beat” the price. 

As display installation grows in volume, 
there will be a sharper line than ever drawn 
on quality of service. In the final analysis 
sales results wili be the ruling considera- 
tion, and cheap installation services with no 
responsibility, no fixed plan of operation and 
definite record system, will fall by the way- 
side, just as cheap advertising has in all other 
media. 

If there were no way of getting “cheap” 
installation service today, the volume of 
business in the trade would be doubled be- 
cause every advertiser would be getting good 
service and his sales results would warrant 
and justify increased expenditure in this 
medium. 
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ning of a sale) ... 
dow... 


Three STEPS To One SALE 


You must have an attractive window to attract attention (the begin- 
you need the right valance for an attractive win- 
and Windowphanie valances are getting the call today. . . 
because Windowphanie is available in designs created specially for 
valances . . . to suit all lines of business . . . you can make unique 
patterns from all designs. It is quite inexpensive fora quality product... 
deflects light evenly on merchandise displayed . . . start the new year 
right with the right valances. Write for samples, catalogue, and prices. 


D. W. MALZ, 11 East 14th Street, New York, N. Y. 


SPECIALTY SALESMEN 


For perfected show card printing ma- 
chine; can be sold to entire retail field. 
Compensation strictly commission, but 
unusual opportunity for earnings with a 
nationally known manufacturing organi- 
zation. Only experienced producers con- 
sidered. Prefer those with cash register, 
adding machine, or business equipment 
experience. Particularly men. who have 
sold department stores and are familiar 
with retail merchandising. Write fully 
if you expect interview. 
BOX “P. W.” 
Care DISPLAY WORLD 








DISPLAY SALESMEN 
for our line of metal display fixtures. Specials 
made to order. All kinds of plating. We want 
man who knows-display business to cover New 
England. Other sections in the near future. 
Write or call 
CAPITOL MFG. CO., INC. 

25 Lincoln Street Boston, Mass. 


DISPLAYMAN WANTED 
For modern department store. Must be 
experienced, able and a worker. Address 
MIDWAY 
Moberly, Missouri 








FOR SALE—WALTERS’ FIT-RITE AN 
STA-ON WINDOW SOCK FOR DECORATORS. 


Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. Patented May 
20, 1934. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








SALESMEN 


To represent national distributor of unusual 
line of display papers, fabrics, accessories, fix- 
tures, etc. Protected territory. State display or 
selling experience in first letter. 


Marcus Window Display Service 
112 Lincoln St. Boston, Mass. 











REPRESENTATIVES WANTED 


Experienced display fixture and store 
equipment salesmen, all territories in- 
cluding Chicago, by sole manufacturer 
of patented line of mirrored display fix- 
tures that can increase every merchant’s 
business. Line entirely without compe- 
tition. Unlimited opportunities for right 
party. Applications only with full de- 
tails, past experience and references, and 
territories and lines covered, answered. 


BOX 121, MALEY 
Times Building, New York City 














INSTALLATION 
Orville M. Riechers 
Riechers Display Service, 
St. Louis, Mo. 


Just as there has been an industrial and 
social revolution since 1929, so has there been 
an advertising revolution. Advertising costs 
plenty of money, but it is cheap when spent 
wisely and makes possible the tremendously 
large corporations of which America so 
proudly boasts. In the struggle for sur- 
vival slashed advertising budgets have made 
it necessary to really analyze the various 
advertising channels to see that all waste 
was eliminated. That is why advertising has 
been on trial and has come through with fly- 
ing colors. Advertisers want to know where 
the advertising dollar can produce the best 
results and this careful study will mean that 
budgets will be scheduled in a sounder rela- 
tionship to the fitness of various media for the 
particular job to be accomplished. Window 
display advertising’s best friend is the ad- 
vertising executive who is not in a fixed 
groove of past experience, but pushes on to 
find the leaks, because window advertising 
will stand far ahead of the crowd in cir- 
culation per dollar and results per dollar. 
Another result has been the realization that 
the promiscuous delivery of display material 
to dealers ultimately finds its way in the 
trash heap without ever having been in the 
window or on the counter, is the only waste 
that really has been a handicap to the use 
of the window medium. With responsible 
installation companies operating in every 
city, this waste is senseless and unnecessary, 
for it is my contention that the use of these 


companies means no waste at all, something 
that no other medium can claim. 


INSTALLATION 
Walter G. Vosler 
Cincinnati Display Service, 
Cincinnati, Ohio. 

Every depression must have its end and 
in spite of predictions of the past three years 
that we were out of the woods and which 
failed to materialize, I do feel that all in- 
dications point to the fact that this country 
is on solid ground for a substantial business 
recovery. Advertisers are showing more con- 
fidence which is reflected in bigger news- 
papers and magazines, and happily increased 
volume of display installation contracts. The 
display business will profit from all the 
troubles of the past few years because ad- 
vertisers have found it necessary to check 
more closely the results from every advertis- 
ing dollar. And this has been up display’s 
alley, because there is no advertising medium 
that will do as good a sales job for as little 
money as window display. The compulsory 
maximum work-week and minimum wage 
has done a great deal to stabilize the com- 
petitive situation, and advertisers do realize 
that a satisfactory job cannot be secured at 
prices that mean chiseling somewhere along 
the line. If the chiseling cannot be done 
on labor, then it will have to be stolen from 
the quality and service phase. The reputable 
display service companies are going to have 
less to fear from the ruthless competition 
of unfair and irresponsible competitors. Al- 
ready the indications point to a big upswing 
and 1935 should witness an unprecedented 
demand for window space. 





DESIGNERS 
[Continued from page 15] 


DESIGNERS 


George Sakier 
Industrial Designer, 
New York City, N. Y. 

Every problem of design in industry is, in 
my opinion, a problem of merchandising. Dis- 
play is, of course, undoubtedly one of the 
major factors in merchandising; therefore, 
display is inseparable from design. 

In my designing, not only do I consider the 
intrinsic beauty and appeal of the object, but 
also its display value, attempting to find a 
powerful silhouette or color scheme to attract 
the customers eye in competition with other 
products. I am concerned with this in order 
to give the advertising and promotion depart- 
ments material for striking advertisements 
and displays. 


DESIGNERS 
Helen R. Piccardi 
Robert Heller, Inc., 
New York City, N. Y. 

Although display should always be designed 
to catch the eye, I am not a sympathizer of the 
recent tendency to use glittering materials and 
gaudy colors as a selling argument for good 
merchandise. A reminder of the product it- 
self, its quality and how it can best be utilized 
is essential in displaying merchandise — ~ 
whether it is in the interior of the store or in 
the window. 

Any product which a store wishes to pro- 
mote, no matter how prosaic it may be, can be 
made attractive, not by dolling it up with col- 
ored ribbons or cellophane, but by building 
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around it a simple background of contrasting 
colors or abstract design, thus throwing the 
product into relief by the neutrality of the 
background. At the same time, it is given an 
attractive but not too absorbing environment. 

The interest of the customer is, therefore, 
unconsciously thrown exclusively on the prod- 
uct although a heightened impression has been 
made by the subtle attractiveness of the dis- 
play. I don’t always suggest, in designing 
backgrounds, that a solid contrasting color be 
used if the product carries more than three 
colors. However, if the product does not em- 
phasize color, a great deal of it may be safely 
employed in the background so that the prod- 
uct is thrown into relief. 


DESIGNERS 


K. Versen 
Kurt Versen, Inc., 
New York City, N. Y. 

There is no greater sales help than the mer- 
chandise itself, presented strikingly as to its 
good design, tactile value and colors. The cor- 
rect display should be designed to concentrate 





~ the prospect’s eye and mind upon the object 


itself by the elimination of unnecessary deco- 
rations, which have no bearing upon the mer- 
chandise. Concentrated lighting will accen- 
tuate and dramatize this endeavor more than 
anything else. 


DESIGNERS 

P. L. Wiener 
Contempora, Inc., 
New York City, N. Y. 

I have found the following considerations 
to be paramount in any “job” of commercial 
display. The public today responds more read- 
ily than ever to the visual appeal of a well 
designed window. 

The container of a product is one of its 
strongest advertising media and I feel that its 
quality and design cannot be too strongly em- 
phasized. The importance of original ideas 
by the best artists cannot be over-stressed. 
The trademark, for instance, is of greatest 
importance to standard products. A good de- 
sign for a container or trademark must be 
created with its display effect in mind. This 
requires ingenuity coupled with a sense of 
showmanship and an understanding of present 
style tendencies in art, architecture and adver- 
tising. 

The window and interior displays based on 
a particular product should set “a style,” cre- 
ate an individual characteristic atmosphere 
and attract pleasingly. 

The enhancement of the desire to acquire 
the merchandise displayed must be the ulti- 
mate aim of the entire scheme of presenta- 
tion. 


DESIGNERS 
Scott Wilson 
Industrial Designers, 
New York City, N. Y. 

Since my work is concerned chiefly with 
house furnishings and most especially with 
printed textiles and wall papers, I do not feel 
that I can say anything worth quoting about 
display work. This much, however, I do feel; 
that design in house furnishings has in gen- 
eral lagged very sadly behind that which has 
been done in more mechanical fields, and to 
my mind there is not a piece of modern furni- 
ture which shows the same taste, ingenuity 
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and skill as has been placed upon such things 
as cash registers, refrigerators, etc. 

As for my own particular specialty, I find 
that the manufacturers are gradually coming 
to realize the immense importance of design 
in their products, and have finally begun to 
reverse their opinion that the public has in 
general bad taste. It is largely public demand 
which is making them turn their thoughts to 
better colors and more pleasing and individual 
designs. 


DESIGNERS 
Bart Van Der Woerd 
William A. Aikman 
New York City, N. Y. 

There is no real relationship between indus- 
trial design and display, as industrial design 
is not made tor the purpose of display, but 
only for the realization of the need of the 
problem. 

Industrial design, intentionally created for 
display value, gives a false value to the article, 
which it does not and should not possess and 
may by its display value, lessen its practicality 
and endanger its commercial success. 

Display advertising should enhance the mer- 
its, practicality and beauty of the article on 
display, in order to emphasize all the qualities 
it possesses and to stimulate the public to 
possess it. 


DESIGNERS 
Russell Wright 
Industrial Designers, 
New York City, N. Y. 

I want to take this opportunity to praise the 
display artists of this country for the invalu- 
able service which they are, perhaps, uncon- 
sciously performing by paving the way for 
other creators of modern design to a more 
general public acceptance. 

By continually placing modern design before 
the eyes of the American public, while en- 
gaged in every-day pursuits, display artists 
are teaching an appreciation of the forms of 
frank expression and creating a better under- 
standing of modern industrial and fine art. 

Were it not for the work of the American 
display artists in the past few years, modern 
design would not be gaining the large measure 
of attention and acceptance it is now receiving 
from all industries. 

I hope to see the display artists continue 
their pioneer work, and their experimentation, 
and that they will further refine their dis- 
coveries. 





Coro Mold Ideally Meets 
Modern Display Needs 

Progressive merchants and wide-awake dis- 
playmen readily acknowledge that the back- 
ground in window display is a more vitally 
dominant factor in the successful display of 
merchandising than ever before. When one 
speaks of backgrounds, one commonly cre- 
ates in the mind an image of a window with 
elaborate set pieces, decorative plaques, arti- 
ficial flowers and what not. Backgrounds in 
their true meaning are the back walls of the 
windows. While thousands of ideas and de- 
signs have come in for a share of their ef- 
fectiveness, the background still remains the 
back wall of the window. 

Naturally, as the public taste improves, it 
demands more attractive objects, something 
that will feed the eye long enough to permit 
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the merchandise appeal to do its share in the 
building up of beauty and desire. The out- 
standing tendency today is the desire to beau- 
tify; to present something new, different, sen- 
sational. Today, more than ever before, the 
passerby is more critical than ever. Some- 
thing new must always be created to hold 
his interest. Beauty is the basic fundamental. 

A new style background idea had to be born 
and they could not wait for the sterk to 
bring it. Mr. Merchant got busy; Mr. Dis- 
playman chimed in; Mr. Manufacturer an- 
swered the call. The result was that Coro 
Mold, a wide wale corrugated paper, made its 
appeal very effectively to hundreds of Amer- 
ica’s leading department stores. Coro Mold 
is the answer to the desire to beautify. It is 
rich looking, furnished in all colors, ideal for 
panels, entire background walls, making tub- 
ular-shaped pedestals, posts, ledge trims, 
screens, presenting striking effects by the hun- 
dreds of ways it can be used at a very low 
cost. 

Such stores as The May Company, Cleve- 
land, Ohio; L. S. Ayres Company, Indianapo- 
lis, Ind., and Strouss-Hirshberg Company, 
Youngstown, Ohio, all have successfully used 
this new material. It is the solution to thou- 
sands of merchants’ interior and show window 
problems and is distributed by the Mutual 
Sales & Manufacturing Company, Cleveland, 
Ohio. 
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CHICAGO 


FOR DISPLAY EQUIPMENT AND DECORATIONS 

































A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. 
KLING-TITE Automatic Tackers 






THE KOESTER SCHOOL 


367 WEST ADAMS STREET 


Correspondence Instruction 




















W. L. STENSGAARD & ASSOCIATES, Inc. 


MERCHANDISE MART 


Window Display Producers and Counsellors 







NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 
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THE DISPLAY MECCA OF THE WORLD 























































































DECORATIVE PLANT CO., INC. 
230 FIFTH AVENUE, NEW YORK 


Our newly decorated showroom offers you 
many novel and unusual display ideas, 








MILEO’S NEW LINE OF MANNEQUINS 


Will either sit or stand-—Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 































T. C. PALMENBERG, Inc. 


Most Complete Selection of Display 
Fixtures, Forms and Mannequins 


500 SEVENTH AVE., 37TH ST. 
T. C. Palmenberg R. C. Quensell 

















EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 

LONG ISLAND CITY, N. Y. 
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ic TAKES a Beauty Product 
to DISPLAY a Beauty Product! 


CONTINUOUS STUDY by leading : 
manufacturers of consumer goods 
has proved that the most effective 





window displays are those which 





not only reflect, but actually amplify 

the quality of the product itself. 
To this end, alert merchandisers 

and designers are turning more and 
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more to Bakelite Materials in tke ye j 
construction of displays for counter 3 
and window. The rich lustre of 
Bakelite Molded and Laminated.the 
beautiful sheen of fabrics treated 
with Bakelite Resinoids, and the 
versatility and durability of all three 
of these materials make them 
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ideal tools for the display designer. 

The windows illustrated on this 
page are excellent examples of the 
results that can be obtained by 
ingenious application of these mod- 
ern materials. Constructed almost 
entirely of Bakelite Products, these 
displays are easily produced at 
reasonable cost. More important 
is the fact that the enduring beauty 
of the materials gives them longer 
life, greater turn-over and conse- 
quent savings in maintenance. 

Bakelite Materials are available 
in a wide range of colors and shades, 
and hold their lustre and “newness” 
in spite of sun and soiled fingers. 

We would be glad to cooperate 
with you on display problems and to 
mail copies of our illustrated book- 
lets 35M, “Bakelite Molded” and 
35L, “Bakelite Laminated”. 

















Photos show Daggett & Ramsdell displays by Fischer 
Exhibits, Inc., N. Y. Constructed almost entirely of 
Bakelite Laminated, and Revolite (a flexible, waterproof 
cloth treated with Bakelite Resinoid). 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y....... ...43 East Ohio Street, Chicago, I11. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


BAKELITE 
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MATERIAL OF A THOUSAND USES 









